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: dye - transfers - retouching 


... the mechanics of marvelous... begins with a photograph by 
Richard Avedon...continues with the great photographer's skillfu' 
“editing”... and by his assigning to us dye transfers and retouching: 
masterfully handied by the craftsmen of our studio. we are new 
york’s only complete photographic and service studio operating 
seven days weekly: photography, design, dye transfers, flexichromes, 
veloxes, color and black and white, retouching, mechanicals. 
Misussin-radin studios, inc.- 220 w. 42 st.-nyc. wi.7-7352 
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NEW YORK 


Caciling Coniemporny Design 


A CREATIVE-CUSTO 


M SEeVICE...UNIQUE IN ITS FIELD SINCE 1936 


indoor 


comes to Washington...and 
LEE SALSBERY Studios has it! 


This amazing, new, brilliant 


equipment is exclusive in 


“Sunshine in the studio" 


the commercial field 
in the Mid-Atlantic area at 
the LEE SALSBERY STUDIOS. 


We invite your personal 


In keeping with its reputation as the most progressive photo studio in the Middle Atlantic 
area, Lee Salsbery Studios announce the installation of the new “synchronized sunlight” 
equipment. 


Art Directors will welcome the crisp, penetrating, true color, transparencies and the sharp 
“sunlight” quality of their black and white shots. Due to the elimination of hot lighting, food 
photographs will no longer have that wilted, unappetizing look. Fashion photos, when made 
in the studio, embody the bright appeal of strong sunlight. 


Our light stops all action at the peak of expression and its cool light eliminates all dangers of 
model perspiration and running make-up. 


The advantages of this new lighting system are far too numerous to cover here. We at Lee 
Salsbery Studios are justly proud of the new perfection in photographs that we can now offer. 


inspection, and welcome LE SA LS B E RY Studios 


correspondence or collect 


phone calls! 
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937 F St., N.W. Washington, D.C. 
phone STerling 3-1377 
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WHAT’S NEW at LaDriere? Quite a bit. New artists, for example. Fresh, 
young, creative. New ideas and new techniques in illustration, in decor- 
ative art, in sketches, in color retouching. Not new is LaDriere’s 30-year 
practice of meeting deadlines. Even the tough 11th-hour assignments. 
We think you'll enjoy going through our portfolio. Call us. We’ll be glad 
to show it to you. 


1700 Cadillac Tower, Detroit. Wo. 5-0360 
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what’s new... what's best 


To keep you abreast of some of the most idea-stimulating 
creative work in the many fields of visual communication, 
Art Direction, with this issue, inaugurates a new monthly 
feature. “What’s new . . . what’s best” will bring to your atten- 
tion each month an outstanding example of visual communica- 
tions in each of the following fields: TV, outdoor, direct mail, 
newspaper advertising, consumer magazine advertising, busi- 
ness or industrial magazine ads, packaging, and displays. 

To cover this broad field, and to bring to the selection of 
the material experienced, critical creative judgment, a critic- 
panel is selecting pieces of unusual interest in each field 
each month. 

P — biographies of those serving on the critic-panel 
ollow: 

Gabryel de Million-Czarnecki: designer for the Container 
Corporation of America with the Design Laboratory and the 
Point-of-Sale Specialty Division. A painter, sculptor, stage 
designer and a regular attendee at the IDC. 

Karl Fink: Director of the industrial design firm bearing 
his name, Mr. Fink is a former AD, was chief designer with 
Arthur S. Allen design and color consultants, graduated Par- 
sons in 1935, has taught and lectured at Pratt Institute and the 
Workshop School, is Executive Vice President, founder and 
fellow of the Package Designers Council. 

John E. Jamison is AD at J. M. Mathes Inc., a past president 
of the Art Directors Club of N. Y., serves on the Advisory 
Council of the School of Industrial Art, on the Joint Ethics 
Committee, and is a member of the Society of Illustrators. 

Art Kane is AD at Irving Serwer, was formerly AD for 
Seventeen Magazine. He’s 32. His 56 awards from the ADC 
of N. Y., of which he is a member, includes 3 gold medals. 
Also won 13 AIGA awards. He’s a designer, photographer, 
lecturer, currently teaches “Visual Concept” at the New School 
and at Pratt. 

George Krikorian is AD of the Promotion Art Department 
at Look magazine. Prior to that he was AD with the New 
York Times promotion department. He’s a member of the 
ADC of NY, a winner of many awards for outstanding design, 
a graduate of Pratt Institute. 

Georg Olden is Director of Graphic Arts, CBS Television 
Network. He’s been there since 1945. He was a graphic 
designer with the OSS during the war. He’s a writer, lecturer, 
winner of numerous awards including a special gold medal for 
outstanding contributions to TV art direction. Secretary of 

(continued on page 63) 
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ART DIRECTIONS 
Third Communications Conference— 
Creativity is the spark 
The pose that's convincing— 
non-pro models, by Raymond Jacobs 
Aimed design... a dual effort of 
designer & psychologist, by 
Dr. Irving Taylor 
Kinder to the hands—what's inside 
the box? by H&M Zelenko 
Split fountain printing . . . what it 
means to ADs, by George Reinfeld, Jr. 
Pretty it ain't, by Stephen Baker 
ART/DESIGN PACESETTERS 
The Golden Pencil—Richmond's 3rd 


IN EUROPE 


RESEARCH 
TV's challenge, by Social Research 


TELEVISION 
integrated tv spot, by Ralph Porter 
Avoid the obvious, by Jack Baxter 
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HARD-SELL PRESENTATION * 
Promotus Americanus 


Identification: Presentations are found in all 
sizes ranging from 35 mm. transparencies to cards 
known to be over 6 ft. high. They are often observed 
in “book” form, particularly near large cities. Also 
called “easel-backs”, “flip-charts” or “visual-casts”. 
Color: Females are black and white, liberally 
sprinkled with photos or stats. Males tend to be 
more brightly colored, often lavishly endowed with 
cartoons, wash drawings, collages or zipa-tone. In 
certain species, both male and female have a chart- 
like appearance. Voice is a clearly audible pitch. 
Reproduction: Method and gestation period 
vary with species. At most, the female presentation 
will lay a single egg during its lifetime. 


*Flourishing specimens on display at Graphic Arts Center, Inc. 
6 West 48 Street. Exhibit hours: 9-6 daily. Call Ci 5-2525. 


business briefs 


Here it is, almost Spring, in the year of the 
recession. 1957 was the year that came 
in like a lamb, went out like a lion. 
Economists and forecasters spoke of 
nothing but prosperity till year’s end 
when they finally recognized a recession 
—then advised the dip really began way 
back in the beginning of the year. There- 
fore, they predict, it won’t have much 
longer to run. 


General consensus of opinion, backed by much 
available evidence on ad budgets, is that 
ad billings for 1958 will be greater than 
in '57. Reasons: 1) increased costs, re- 
quiring more dollars for the same sched- 
ule, and 2) expanded ad programs. 


There have been cuts in some ad budgets, 
made up before the recession was given 
official recognition. But most cuts are 
reported in the neighborhood of 5%, 
while increases in other budgets more 
than counterbalance the cuts. 


With Spring, if not prosperity, just around the 
corner, every economic indicator is being 
watched for clues that could make 
budgets shrink more, or hold firm. Espe- 
cially in the consumer goods area. 


Problem for 1958 is how much of the promised 
ad expenditures will materialize? There's 
many a slip twixt the budget and the 
expenditure. 


NIAA has predicted that in 1958 majority of 
industrial ad budgets will be up over 
1957. Some expect fewer publications to 
be used but increased space in the pub- 
lications retained. Emphasis seems to be 
on increasing ad effectiveness rather 
than on cutting ad schedules. May lead 
to more attempts to measure ad effec- 
tiveness. 


Meanwhile as the Ist quarter got going un- | 
employmem was up, personal income 
down, business failures up, yet many of 
the biggest companies were countering 
with record high ad budgets. Dun’s 
Review reports presidents of 109 of 
the largest industrial companies foresee 
profit rise of 57.8% over present levels 
by 1962. With this ability to look beyond 
1958 and this faith in the power of 
advertising to keep consumer dollars in 
circulation, attitude toward 1958 busi- 
ness is reportedly 25% confident, 19% 
see 1958 better than 1957, 42% mildly 
pessimistic for the immediate future. @ 
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TRASING PAD 


“After the initial creative spark, 
the work depends on ‘tools’ ” 


Sunny Florida hails the award winning designs of John S. Brown. Along with 
many other enthusiastic artists, designers and art directors here's the sentiments 
of Director Brown . 

“In the agency business, crisp and clean creative visualizing is a vital factor in 
presentation of ideas to prospects as well as clients. 


After the initial creative spark, the work depends on “tools” fully as much as on 
artistic ability and taste, and with that idea in mind I use Bienfang products exclusively. 
They have proven uniform in quality, in surface texture and strength and are best 
adapted to my methods of working”’. 


Perhaps you too will find the joys of these excellent ‘“tools——DALTON ADMASTER, 
AD-ART, ART-VEL Layout Pads and THE PARCHMENT General Purpose Tracing Paper. 
Bienfang papers are Standards for Excellence. 


Write for samples on company letterhead. 


bien fa ru g paper co.,inc. metuchen, n. j. 


John S. Brown Group Creative Director 
BISHOPRIC / GREEN / FIELDEN INC. advertising 


el MIAMI, FLORIDA 
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MISTER You ... J top grade illustrator who feels 
the necessity of a change . . . who would like 

to expand his reputation . . . who would like to 
increase his income . . . who would like to be 
represented by a solid art organization. 


A Top Illustrator... it Could be 


For many months now we have been featuring some of the 


artists who work at McNamara Brothers, Inc. 


This series could be carried on indefinitely because we 
have a policy of supplying our large clientele with every 


great new talent available to us. 


Now, we would like to secure the services of an exciting 


figure illustrator, new to this area. 


Jf this man is you... you will be represented by one of the 
most successful studios in the Midwest where artists’ 


incomes run bigher than any place in the country. 


Send us word of yourself and we'll make arrangements 


to see you and your work. 


McNAMARA BROTHERS, INC. 
38th Floor, Penobscot Building ¢ Detroit 26, Michigan 
WOodward 1-9190 


Largest Supplier of Art to the Automotive Industry 
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Cartwheel 


BUCK 


Simoleon 


Boffo 


RAPID FILM-LETTERING 
41.00 PER WORD! 


Reduced or enlarged to fit your layout . . . negative or positive... 
No photo-print charge! ... No photostat charge! ... No minimum 
charge! .. . Unlimited choice of styles! ...24 hour service! New 
FREE specimen chart on request. Write or call 


RAPID TYPOGRAPHERS INC. 


305 EAST 46TH STREET,NEW YORK MU 8-2445 


“Thanks for recommending 
. knew they'd come thrulll 


coming events 


Mar. 1-30 . . . 22nd Rochester International 
Salon of Photography, Inc., at Memorial Art 
Gallery. Pictorial color slides, prints, nature 
slides and prints, stereo. 


Mar. 17-Apr. 4 . . . Robert Shore, paintings 
and oils, Gallery of School of Visual Arts, 
245 E. 23 St. 


Mar. 18-Apr. 13... 10th Anniversary Exhibi- 
tion, Art Directors Club of Toronto, Art Gal- 
lery of Toronto. Awards dinner, Mar. 18. 


Mar. 29... Society of Illustrators, Art Career 
Clinic, Art Direction as a Career. SI Audi- 
torium, 10:30 a.m., 128 E. 63 St., NYC. 


Apr. 1-Apr. 10...37th Annual Exhibition of 
the New York Art Directors Club. Awards 
luncheon Apr. 1, Waldorf Hotel, NYC. 


Apr. 2-3... National Visual Communications 
Conference, Waldorf Hotel, NYC. Sponsored 
by the New York Art Directors Club. 


Apr. 11-May 18...Society of Typographic 
Arts, Design in Chicago Printing Exhibition, 
Art Institute of Chicago, Gallery 11. 


Apr. 14-30...9th annual show, AD club of 
Metropolitan Washington, Perpetual Building 
Association Auditorium, 12 noon to 3:30 p.m. 
daily. Dinner-dance, award presentation, 
Apr. 12. 
Apr. 26... Intérnational Typographic Design 
Seminar Silvermine Artists Guild, Silvermine, 
Conn. Sponsored by the Type Directors Club. 


May 15... Milwaukee AD Club show opens 
at War Memorial Center. Awards dinner 
precedes. 

Baltimore Museum of Art... Mar. 2-23, Mary- 
land Artists exhibition. Mar. 15, Primitive 
Arts gallery opens. 

Museum of Modern Art... through Mar. 18, 
prints by Braque, Miro and Morandi; Mar. 26- 
May 11, Georges Seurat, paintings and 
drawings. 

New York Public Library ... through Apr. 18, 
Six Centuries of German Prints, third floor, 
Print Gallery, Fifth Ave. Bldg. 


The Art Institute of Chicago... through April 
30, prints by Renoir; through June 29, 
Oceanic Art. 

The Philadelphia Art Alliance...Feb. 20- 
Mar. 16, Albert Alcalay, oils; Feb. 26-Mar. 
23, Collins W. Thomas, Jr., paintings. i 


Change of Address. Please send an address 
impression from a recent issue. 
Address changes can be made only if we 
have your old, as well as your —- address. 
Art Direction, Circulation othce, 43 E. 49th 
St., NYC 17. 
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KEITH FERRIS’ entire life has been a preparation for 

his work as an aviation illustrator. Son of a career 

air force officer, he grew up on air bases, where he developed 
his deep interest in aircraft and the aviation industry. 

For an extensive portfolio of Keith’s work cal/... 


ADVERTISING ART - AMSTER YARD - 211 EAST 49 STREET - NEW YORK 17, N.Y. + PLAZA 1-0095 
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A heaping helping of creative camera technique 
plus a generous measure of eternally dependable 
service mixed well with the most complete variety 
of equipment and facilities in the business. 
Result: a most perfect picture with all the true 
flavor of the original. 


Photographers: Albert Gommi, Joe Long, Bernard Gray 
Contact: Fred Kammler 


GOMMI PHOTOGRAPHIC STUDIOS 
305 East 45 St. Eldorado 5-7650 
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Important 


IF YOU’RE USING EXPENSIVE 
IMPORTED TEMPERA COLORS 
READ THIS MESSAGE... 


Shiva NU-TEMPERA is a new concentrated tempera packed 
in tubes...superior to any tempera AT ANY PRICE! 


the colors are brilliant, permanent, the finest you can buy! 


Shiva NU-TEMPERA is excellent for gouache, tempera, 
airbrush, designer’s colors, transparent washes! 


with the addition of Shiva waterproofing media, you can 
work on foil, acetate, cellophane, glass and metal with no 
cracking or chipping of colors! Shiva NU-TEMPERA permits 
clean pencil and charcoal erasures! 


the finely ground colors are easy to use as a tempera right 
from the tube, or extended with water for beautiful trans- 
parent washes! 


Shiva NU-TEMPERA won’t dry out in the tube, regardless of 
climate! 


now you can choose from 26 glowing colors including the 
new Mars orange, Mars red, Mars violet, Paynes grey and 
5 new greys! 


Shiva NU-TEMPERA costs far less than you'd expect to pay! 


Shiva Nu-Temperas are nationally distributed and stocked 
by most leading art material dealers. See your Shiva art 
dealer today! 


SHIV. 


ARTIST’S COLORS 


433 W. Goethe St. « Chicago, IIl. 


WHITEHALL 4-5781 


> 


> 


< 


GLO-ART 
PRODUCTIONS 


@ complete advertising art service 


FRAMING: Classical 
and modern. 
Unusual prints and 


reproductions... 


QUALITY 
ART MATERIALS 


25 WEST 45m STREET 
NEw YORK 36 
CIRCLE 6800 


come browse our 
collection. Art 
materials catalog 
sent on request. 
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tax talk 


MAXWELL LIVSHIN, CPA 
Travel, reimbursed expenses, 1957 


An employee may deduct in 6(a) on 
page | of form 1040 those deductible 
expenses for which he is reimbursed or 
receives an allowance from his employer. 
Such expenses are thus deducted in 
arriving at adjusted gross income. Re- 
imbursements and allowances must be 
included in income in line 5. Deductible 
expenses in excess of the allowance or 
the reimbursed amount may be de- 
ducted only on page 2 and only if you 
itemize deductions. 

Taxpayers will not be required to 
answer line 6 (a) of the 1957 individual 
income tax return Form 1040, and, thus, 
employees will treat travel, reimbursed 
expenses, etc. for 1957 as they have in 
the past. All Internal Revenue district 
offices have been so informed. 

This action was taken because the 
decision to include a new line in the 
1957 income tax return Form 1040 was 
not made public until ten months had 
passed, and hence had a retroactive 
effect. Taxpayers have emphasized to 
the service that most employees who 
receive reimbursements for expenses file 
bills and receipts with their employees 
and do not retain copies. To attempt 
now to secure data would place too 
great a burden on many taxpayers. 

This decision does not change the 
long-standing rules which the Revenue 
Service has been following with respect 
to substantiation of deductions when a 
taxpayer's return is audited. 

For the year 1958, all individual tax- 
payers who incur expenses in connec- 
tion with their employment should keep 
adequate records of their expenditures 
and reimbursements so that for 1958 
and later years they will be in a position 
to supply expense account information 
from their own personal records. * 


Editor's note: In addition to presenting 
brief tax facts and data of interest to 
artists and studio owners, the writer of 
this column will answer inquiries from 
all readers. Address inquiries to the Edi- 
tor or phone this writer, REctor 2-9689. 


Cue of Address. Please send an address 
stencil impression from a recent issue. 
Address cae can be made only if we 
have your old, as well as your new address. 
Art Direction, Circulation office, 43 E. 49th 
St., NYC 17. 
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Sidney Gold, often referred to 
as the ‘watch king’ on Madison 
Avenue (easy to see why from 
the sample here) nevertheless is 
highly versatile. Working in 
wash and color as well as his #¥ 
home base, b/w line and scratch- 7 
board, his portfolio covers all iim 
kinds of still life — an outstand- 3m 
ing entry for a job like the lay- 
out above. : 
Though acknowledged a mas- Bae 
ter, Sid’s prices won’t curl your 
hair, this job falling between 
$150-200— not hard to reach 
either, TE 2-8876, 673 Fifth Ave. 


Every day Director’s Art Institute 
hears this question about a huge variety 
of art and photography problems like the 
one shown by the layout above. As a re- 
sult of such calls, artists or photographers 
who fit all the specifications of an exact- 
ing buyer in today’s specialized market 
are found and presented to him by DAI. 


This layout by Lu Daussa (if you 
need one call us) is typical of thousands 
that art directors and buyers are faced 
with every day —and typical of those 
DAI helps find a finish artist or photog- 
rapher for —one who fits the time and 
budget limitations and yet whose samples 
show that he can do a superb job. 
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In other words... 


Hal Frater who did the national 
Swank color ad appearing here is 
an old hand at both color and b/w 
still life art. Qualified, experienced, 
sure, when he turns them in they 
are right! 

Flexible is the word for him, at 


home with wash, line, scratchboard, 


color, we'd surely send his samples 
to a client with this layout. 
For a job like this, he gets he- 


tween $200-250 when national, and 


can turn it out in 3 days. 
When you need him call JU 2- 
1882, 939 Eighth Ave. NY 


Hal Cohen who here shows his 
capacity for detailed hard goods is 
one of the country’s outstandi 
men in this field, one an a/d with 
this layout should see. 

Though working on detailed ob- 
jects for name accounts like Movado 
and Trifari, he does larger indus- 
trials and aircraft too. 

His prices make sense too — for 
instance the sample at right would 
run $3-400 when run nationally. 
For a quick response dial OVer- 
brook 1-1193 or write 2 W. 47, N.Y. 


Irving Elkin upcoming photog- 
rapher, whose clients have been 
counting on him for competent clear 
photography and have recenily been 
coming; back for their big national 
shots — and they are going away 
better satisfied than ever. 

Witness —this color ad from 
‘Seventeen.’ Price, about $500 for 
this shot — one of many such sam- 
ples to show for a layout like the 
one iat left, the finish to be pho- 
tography. 

His fully equipped studio has two 
complete set-ups, both full most 
days—but a call to Irv MU 6-2980 . 
will book your job 12 E 37th NY. 


Who can do this? 


DAI brings the art or photography you need at the mo- 


entire art-photography marketplace to ment... with names, correct addresses, 


your desk pinpointed to the areas of your 
immediate interest. You get quick, com- 
plete, visible—and effortless—coverage of 
whatever syle, subject and price range of 


MORE ART DIRECTORS BY FAR USE D.A.I. 


exact prices, and current availability. 


Why not try DAI on your next 
job? Why not be sure you have con- 
sidered all the possible talent you could 
use, instead of settling for the few. That 
way you get the right artist or photog- 
rapher and you know he is right because 
you will have chosen from the whole 
field of commercial art. 


For complete information about 
the Institute, its many membership 
services such as seminars, research re- 
ports, publications, employment service, 
and other advantages, please call or write 
the Institute. 
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EDSTAN 

made all the mezzotints 
from photographs 

for NBC's fall campaign. 
One of many solutions 

to art problems 

through photographic means. 
Telops, slides, flips 


b/w and color 


EDSTAN 


75 W. 45 CIRCLE 5-6781-2 


THE REASONS? 
@ intelligent consultation 
@creative copy and design 
@ efficient, economical production 


ONE CALL FOR ALL! 
presentations + filmstrips + slides + maps 
booklets + charts + displays + exhibits 
ART STUDIO © TYPE SHOP ©@ SILK SCREEN @ BOOKBINDING © DISPLAY SHOP 


call us... for results you can see! 


rapid art service, inc. 
304 E.45th St., New York 17, N.Y. « MU 3-8215 


the finest 
red sable water color brush 
designed specifically for the 
graphic and ad arts 


delta’s ‘jewel’® 


120 south columbus avenue, mount vernon, n. y. 


Write for free copy: “Illustration, Retouching, Lettering 
with the Red Sable Water Color Brush." 


Eckstein-Stone 
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AT LAST -- 
The Book 


That Takes 
The Mystery 
Out of Drawing! 


Robert Fawcett’s authoritative new book, On 
the Art of Drawing, is the product of many 
years of thinking and planning. It explains why 
drawing is, and always will be, the basis of the 
artist’s craft ... breaks down the blocks which 
may make drawing a chore and turns it into an 
exciting pleasure. 

Large format, handsomely printed and bound, 
with all-new drawings by the author on every 
page, this is a book students, teachers and pro- 
fessionals will want to read, use and add to 
their library . . . without celay. Send for your 
copy now. 


EXAMINE THIS 
IMPORTANT BOOK 


FREE 


FOR TEN DAYS! 


A 
WATSON-GUPTILL 
PUBLICATION 
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ART AUTHORITIES 
“On the Art of Drawing” 


“Robert Fawcett has been called the ‘Ilustrator’s Illustrator,’ 
a title which he unquestionably deserves. The keen under- 
standing, and fine draftsmanship always evident in his work 
is something we all not only marvel at but have learned from. 
This book by Robert Fawcett, dealing with his observations, 
ideas, and drawings has been eagerly awaited.” 
— Paul Rand, Designer 
“It is my conviction that Robert Fawcett is certainly the finest 
draftsman in illustration today . . . His book is a real con- 
tribution, not only to but to 
Norman Rockwell, I/lustrator 
e 
“On the Art of Drawing should serve as a permanent textbook 
for the serious student of illustration and the professional 
illustrator or artist.”——Charles T. Coiner, Art Director 


FILL OUT THE HANDY COUPON TODAY! 


oOo: 
WATSON-GUPTILL Publications, Inc. 
(Publisher of American Artist) 
24 West 40th Street, New York 18, N. Y. 


Please send my first edition copy of Robert Fawcett’s 
On the Art of Drawing on publication. I enclose $10 in 
full payment. (No additional postage charge in U. S. and 
territories.) If I am not completely satisfied, I may return 
the book in ten days for full credit or refund. 


Zone. State. 


For Canada, add 25¢ ; other countries 75¢. Sorry, no C.O.D.’s. 
For delivery in New York City please add 30¢ sales tax. 
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Been wanting to tell you for a long time 
what a good job I think you are doing 
in the editing and production of Art 
Direction. In my work as an advertising 
manager, art director, space buyer, pros- 
pective space buyer, (and subscriber to 
all publications that may possibly help 
me in my occupation) I see and read 
scores of business publications every 
month. In my opinion, considering the 
field you cover, you are doing an out- 
standing job. 

fan to make vivid, 

AM & AD, The Duro Co., eye-catching ads... 


Dayton, Ohio 


it takes all kinds. | 


of Pictures 


We wish to make known that the fastest 
(same day) service, a by-word of our 
organization, is still in effect—though 
for a while we were quite worried. On 
page 21 of your January issue some con- 
fusion arose as to just what National 
Studios offers its customers. We still 
serve all your tv needs: from hot press, 
slides, telops, crawls, flip cards, color and 
b/w slides, rp’s, original photography, 
right through to mailing facilities. So, 
if you expected our fast service on any 
of the aforementioned and instead got 
a puzzled expression—our apologies. Try 
us again. We're still at 42 West 48 
Street and JU 2-1926. 

NATIONAL STUDIOS, 

Herman Rosenberg 


1-5037 


rry 1-5037 Pitt.s 


CE-COMPLETE ADVERTISING ART SERVICE-COMPLETE ADVER 


Studios Pittsburgh Grant 1-3639 Pitt 


ADVERTISING ART SERVICE-COMPLETE 


\ 
A rose is a rose... More than 4,000,000 prints 
A rose is a rose is a rose. And Art De- on all subjects 
partment, Inc. is Art Department, Inc. ° 
is Art Department, Inc. We were happy available for your tse. 
to get inquiries—by phone and by mail, 
from our ad on the top of page 21 of 
your January issue. Trouble is, the way 
the page was made up the ad beneath 
ours looked like part of our ad and all 
the inquiries went to them. We are not 
competitive and the other studio very 
promptly and kindly forwarded all to 
us. But this sort of positioning shouldn't 
happen. We are a complete service stu- Call, Come, Write or Wire 
dio, design, illustration, mechanicals, 
lettering, retouching, photography, tv | ; CULVER SERVICE 
spots—the works. We’re at 342 Madison 
Avenue, YUkon 6-6050. Please don’t let 660 First Avenue 
us be confused with anyone else again. New York 16, N. Y. 
ART DEPARTMENT, INC., 


Jerry Cummins 
Irvin Cummins Murray Hill 4-5054 
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FR & AGENCY DEAL 
2 sheets each of 180 of the most popular CRAF-TYPE patterns. 
CRAF-TONE, CRAFT-COLOR, 3 sheets each of 70 of the most popular CRAF-TONE patterns. 


CRAF-TYPE, TWO DRAWER FILE CABINET 11 sheets each of CRAFT-COLORS— Red, Vermilion, Yellow, Medium 

(Made of heavy gauge steel with smoothly operating, nylon poy = "7 Blue, plus 4 sheets each of the other 30 colors. 
bearing-track channel construction, valued at $50.00) ae A 

Plus 200 Large Storage Folders valued at $7.00 Two Drawer File Cabinet FREE 


Total — $498.50 


STUDIO DEAL 
1 sheet each of 180 of the most popular CRAF-TYPE patterns. 
ae : 2 sheets each of 49 of the most popular CRAF-TONE patterns. 
For FAST... EFFECTIVE... 7 sheets each of CRAFT-COLORS —Red, Vermilion, Yellow, Medium 


a a s Green and Medium Blue, plus 2 sheets each of the other 30 colors. 
ECONOMICAL ART have he 200 Folders FREE. 
CRAFTINT SHADING a 
MEDIUMS and | Total — $274.50 


¥ 7 NOTE: These Craftint Shading Mediums and Alphabets are also 
at your 2 : ey available with a high-melting, heat-resisting adhesive back for use 
FINGER 1 ' co.) ae q with blue print and ozalid-type machines. Ask for Craftint Thermo. 


CRAF-TYPE— Alphabets . . . Numerals... Symbols . . . 
in every popular style and type size! On transparent, 2 Se, a 7 

Matt-finish (NO GLARE) self-adhering acetate sheets! ' 

CRAFT-COLOR — Transparent, waxed-back solid color 


sheets are available in 35 brilliant colors. 


CRAF-TONE-T' ’s most 
in THE MANUFACTURING CO. 


NEW YORK . CLEVELAND . CHICAGO 
1615 Collamer Avenue ° Cleveland 10, Ohio 


SAME DAY 

PREPARATION 
SERVICE 
Vugraph slides 
.. including COLOR! 


ADMASTER has the ‘know-how’ and 
facilities to handle all your slide prepara- 
tion work quickly, accurately, dependably. 
In color or black and white...one-of-a-kind 
or large runs... Admaster is the top resource 
of art directors and production men. An 
Admaster technical representative will 
gladly advise you on preparation of art. 


ASK FOR FREE BOOKLET 
containing price lists, ideas and 
how-to-do-it information on the 
more than 200 photostatic, pho- 
tographic and slide services 
available at Admaster. 


Admaster Prints 
1168 6th Ave. N.Y. ¢ JUdson 2-1396 — 
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, 
New York's most complete 
Lowis Marchitti 
Harry Schaa = 
Tarr y SCM : 
represented Dy & yori-ge associates 
33 W. 42nd ST. NEW YORK 36 * PEnnsylvanic 6-6356-7 


JACK WARD COLOR SERVICE 


DUPLICATE 
TRANSPARENCIES 


SAVE TIME, SAVE MONEY, 
GET BETTER RESULTS. 


Why buy less than the best . . . Jack Warp Cotor Service duplicate 


15-MINUTE PLATE: DuPont's photopolymer 
plastic letterpress plate can be exposed 


transparencies, assemblies, and separation negatives give you the . . 
utmost in color fidelity, can save up to hundreds of dollars on your and processed in less than 15 minutes. 
‘ the heat that Line, halftone or combination copy can 
costs. Be assured you are | be reproduced. Plates can be printed 
buy. Write or phone Jack Ward Color Service about your very next from directly for either rotary or flat-bed 
color probiem. work. It is expected that the plate will 
Also Custom Processing of; Ektachrome . . . Anscochrome . . . be commercially available in 1959. 
Slides ... Dye Transfer Prints... Art Copies... Printons ... Type 
“C” Prints ... Kodacolor . . . Ektacolor. GELATIN ENGRAVINGS: Letterpress half- 


tone photo engravings with a hardened 


JACK WARD COLOR SERVICE, tne. 


made in 15 minutes, cuts costs consider- 


202 East 44th Street, New York 17, New York ably. Can be blocked for flatbed print- 


Murray Hill 7-1396 ing or curved for rotary presses. Cannot 
be molded from. Its resiliency reduces 


makeready time. Has been demonstrated 
in London but is not used in the United 
States at present. 


| FLEXICHROME FORTUNE 


Italic 


FORTUNE BOLD ITALIC: Bauer Alphabets 
adds this new face to the now available 
light, bold and extrabold. It is to be 
stocked from 8 to 60 points. Presently 
on hand are 30, 36, 42 points. 16, 18, 24 
are due shortly. 


GOLD, SILVER OMS: New gold and silver 
oils have been introduced by F. Weber. 
The Weber Malfa Oil Colors are ready 
for use in concentrated form. Gold is a 
UNLIMITED PRINT SIZE metallic bronze, silver is a metallic 
aluminum. 


SAVE TIME WITH PHOTO NEWS: New instrument helps im- 
THE RIGHT PRINT prove color matching. Eastman Kodak 
Co. engineers use a portable telescopic 
visual colorimeter to measure the colors 


TECH PHOTO LABS. of a scene under the the exact condi- 


14 EAST ST. NYC MU 35052 tions in which the color photographs 
will be made. Device goes on location, 
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gelatin engravings, 


new types and 
papers offered 


= 


a great 


measures the scene in the field and can family... SUMING 
later measure the colors in the pictures 2 
and make comparisons. Eliminates in- 

accuracies due to different color sensi- FOR ! y NE 
tivities in the eyes of various observers 

. . also developed by EKCo, a high 

speed, high contrast color film for mis- light bold extrabold 
sile tracking. Film, SO-1218, is a fast 
negative color film with usual exposure NOW made even greater 


index of 200 but under some conditions 


may be used at ASA 800. Uses of the 

film in industrial photography are fore- FOR ] i INE 
seen . . . in Dallas, Southwestern Film 
Laboratory has introduced Triad Color bold italic 


Control. This is said to be the first 16 
mm reversal-additive printing process 
providing scene-to-scene color correction 
and control. Process, commercially avail- 
able, can take the early morning scene or write on your letterhead to: 

with predominantly red tones and sub- BAUER ALPHABETS, INC. 235 East 45th Street 
due the red to provide normal daytime New York 17, N.Y. OXford 7-1797-8-9 

light. Or a daytime scene can become 

a dusk or nighttime scene. 3024 Ft. 

Worth Ave., Dallas 11. 


Size range 8 to 60 pt. 


For complete specimens of this flexible, 
wide-range type, see your nearest Bauer type dealer 


PAPER NOTES: Prentice Offset Enamel now 
has its cover counterpart in Prentice ARTISTS: HAVE YOU ¢ ) 
Coated Cover, Kimberly-Clark’s first / “ 
coated cover. 60, 80, 100 lbs. A strong 

sheet, it’s good for die-cutting, scoring, Pen, nd 

will accept and hold varnish and lacquer For ithe tues! lune in TRANSFER TRACING 
finishes . . . also from Kimberly-Clark a y 
$4-page informative guidebook on Texo- | gq 
print plastic printing paper. Litho- © Smeariess Comes in 4 Colors 
graphed in full color on Texoprint, © Easily Erased | GRAPHITE for light surfaces 
book is an idea source for making use | ® Lf satty YELLOW for dark surfaces 
of the paper. For copies, write the com- © Ideal fer Use | RED for glossy surfaces 
pany at Neenah, Wisconsin . . . inter- on Photographs | BLUEnon-photographic 
ested in transparent papers? Brownville ; 1.50 kit with 4 colors $1.00 
Paper Co., Brownville, N. Y. has just Write for free samples to ° ” 
issued a new sample book... new | Roman FL 3-8133 
swatch book of Westvaco’s Clear Spring 
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national 


TYPOGRAPHY 
Quality 


for today’s tastes 


Speed 
for today’s tempo 
FOUNDRY * LUDLOW * LINOTYPE * REPROS 
DAY & NIGHT 
LEXI-CRAFT 
TY.POGRAPHERS 
111 EIGHTH AVE. »- WA 4-5069 


bond, duplicator and ledger lines. Book 
was designed by Frank May (Monogram 
Art Studio) and illustrated by the stu- 
dio’s Art Seiden. AD was James Robert- 
son of Fuller & Smith & Ross . . . the first 
plate bristol in new fluorescent white 
is Riegel’s Jersey, also made in an an- 
tique cover . . . big new paper price list 
and catalog of papers issued by Mar- 
quardt & Co. is fully indexed, really easy 
to read and use, features an estimator’s 
production guide. 153 Spring St., NYC 12. 


TYPE ITEMS: First newspaper to use new 
9 point Cascade with Clarendon Bold 
is the Portland Oregonian. Face was 
designed for good text readability. Speci- 
men showings from Mergenthaler Lino- 
type, 29 Ryerson St., Brooklyn 5, New 
York . . . Intertype Corp. has issued 
showings of 36 Futura Med. No. 2, 24 
Futura Bold Cond., 6 Rex with italic 
and small caps, 814 Imperial No. 2B 
Teletype with bold, 14 Imperial with 
bold, 6 Futura Book No. 3 with Demi- 
bold No. 3, Lining Vogue with bold, 
10 Imperial with Futura Bold No. 2... 
booklet describing new Intertype Dual 
Duty Quadder from the company at 360 
Furman St., Brooklyn, N.Y. . . . Type- 
setters Inc. now claims the largest li- 
brary of photo lettering known as “Tail- 
ored Words”. 365 styles in positive or 
reverse or on acetates, photostated to 
customer specifications. For complete 
showing, Typesetters Inc., 305 E. 46th 
St., NYC. 


TRANSPARENCY VIEWING: Four basic factors 
necessary for achieving lighting stand- 
ardization were noted by Warren B. 
Reese, Vice President of Macbeth Day- 
lighting Corp., at the American Photo- 
engravers Association convention. They 
are: 1) walls should be a medium neu- 
tral gray; 2) standard light source should 
be a good reproduction of a moderately 
overcast north sky daylight; 3) the stand- 
ard light should be inclined at 10 to 15 
degrees more than the table top to re- 
duce glare; 4) the intensity of the stand- 
ard lighting should be a minimum of 
100 foot candles with no more variation 
than plus or minus 20% over the effec- 
tive working area. 


Cc Please send an address 
stenci from a issue. 
Address changes can_be- made only if we 
have your old, as well as new address. 
Art Direction, Circulation office, 43 E. 49th 
St., NYC 17. 


TROUBLE-SHOOTER 
FOR YOUR 

TYPESETTING 
PROBLEMS 


ON CALL IN THESE 
SIX EAST-COAST CITIES 


PHILADELPHIA WaAinut 2-2711 
NEW YORK © MUrray Hill 2-1723 
WILMINGTON © Olympia 5-6047 
BALTIMORE + SAratoga 7-5302 
WASHINGTON + EXecutive 3-7444 
RICHMOND + Milton 4-2771 


He’s a Progressive Composition Company 
representative . . . chosen for our staff 
because of his talent for sensing‘ the 
ultimate visual effect suggested by your 
layout . . . and because he knows the 
mechanics of type, and can show you the 
most practical way to achieve that effect. 
What’s more, he provides you with the 
complete services of the Progress-Hanson- 
Progressive Group: One of the largest 
selections of Foundry, Machine and Photo 
faces available anywhere . . . facilities for 
repro proofs, negative or positive prints, 
metal and plastic plates . . . and a round- 
the-clock operation to meet your wanted 
date by mail or messenger. Even though 
you don’t have a type job for him now, call 
in your nearest Progressive representative 
and get acquainted. There'll come a day 
when he can be a big help to you! 


PROGRESSIVE 


COMPOSITION COMPANY 
9th & Sansom Sts. Phila. 7, Pa. 
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Artist vs. Studio — 
Changing Affiliations 


Joint Ethics Committee 
Report: An arbitration 


“After termination of an association 
between artist and agent, the agent 
should be entitled to a commission 
on work already under contract for 
a period of time not exceeding six 
months.” 

— Clause 20, Code of Fair Practice 


PROBLEM: A studio, on behalf of an ad- 
vertising agency, had commissioned this 
artist to do four comprehensives at a 
specified price. All were approved by 
studio and agency, but before finished 
art was ordered, the salesman who con- 
trolled the assignment switched to an- 
other studio. Order for finished art thus 
was given artist from second studio, 
via same salesman. Finished work was 
satisfactorily completed and artist paid 
by second studio. The artist, however, 
had not been paid for comprehensives 
and sought compensation from first 
studio. 


THE (first) STUDIO: Denied liability on the 
grounds that the artist had elected to 
discontinue his association with it in 
favor of the second studio; that compre- 
hensives and finished art were part of 
one job; and since it had not received 
commission on finished art, it would not 
release amount due to artist on the com- 
prehensives. 


THE ARTIST: Contended that the “comps” 
and finished art were separate items in 
that the price of each had been quoted 
separately, and insisted on compensa- 
tion from first studio for the compre- 
hensives. 


THE ARBITRATION PANEL: Noted that in 
accepted practice, comprehensives and 
finished art, when produced by the same 
artist, constitute a single job and should 
be treated as such. After due considera- 
tion of the artist’s complaint, and the 
fact that the first studio was denied com- 
pensation for the balance of the job (see 
Clause 20 of the Code of Fair Practice 
cited above), the panel declined to 
award artist compensation from first 
studio for the comprehensives. G.D. © 


DESIGNERS 3 ART FOR ADVERTISING 115 WEST 45th STREET, NEW YORK 36, N. Y. 


20,000 STOCK PHOTOS 
of CATS and DOGS 
Color and Black & White 
CHANDOHA PICTURES 
Box 237A Huntington Station 
Long Island, N.Y. HAmilton 7-8260 
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PHOTOSTATS 


AMERICAN_| 
BLUEPRINT CO. 
7 EAST 47” ST. Plaza 1-2240 
299 MADISON AVE. — MU 7-196] 
630 FIFTH AVE. =» 0. 5-0990 
60 EAST 56° ST. Plaza 1-2240 


| 
~ GEORGE DO IT! 
hundreds of hours of Costly interviews 
ume. How?’ Sim iby re ring only qualt- 
ned STAFF AND PREE LANCE ARTISTS-«fro 
trainees to top A designers. The next time | 
vou require an addition. to stall al 
GEORGE SHER at the CAVALIER PER- 
SONNEL AGE! agency that has suc- 
cessfully of artists. 
BRyant 9-4646 
2 


ONE FOR EVERY PURPOSE 
Fine lettering with a professional finish and drawings with a flair demand a flexibility found 
only in one family of pens... SPEEDBALL. Five proven styles. . . 36 versatile points pro- 


vide the right combination to meet : every conceivable demand. “ " 
Helpful and comprehensive lettering charts on request for only SPEED BAl| 


six cents in stamps. 


c. Howard HUNT pen co., CAMDEN 1, NEW JERSEY 


How to help 
a young artist get ahead 


The next time a “‘young hopeful” 
asks your advice about. 

a job or a raise... 

tell him to mail this coupon. 


THE FAMOUS ARTISTS SCHOOLS of Westport, Conn., have 
helped many a young artist forge ahead. As you know, this 
is the school run by America’s 12 Most Famous Artists. 

So why not tell the next young artist who comes in and 
asks for advice to mail the coupon below. Jt will help him 
get ahead faster. 


FAMOUS ARTISTS SCHOOLS 
Norman Rockwell 
Jon Whitcomb Studio 576 Westport, Conn. 
Stevan Dohanos Send me, without obligation, ae about | 


Horold Von Schmidt the courses you offer. 


Kingman COP County. | 
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Toronto’s presidents— Here are Les- 


lie Trevor, 
past presi- 
dent of the Toronto club, and Jack 
Dawkins, present president. Trevor is 
receiving a David Milne picture from 
the newly elected president, in recogni- 
tion of his service during the past two 
years. The Toronto club’s officers in- 
clude, in addition to president Dawkins, 
Gene Aliman, first vice president; Jack 
Birdsall, second vice president; Joan 
Chalmers, secretary; David Haughton, 
treasurer; executive board members 
Theo. Dimson, Jack Trevett, Ron But- 
ler and Harold Town. 

The club’s 10th Anniversary Exhibi- 
tion is being held March 18 to April 13 
at the Art Gallery of Toronto, with an 
Awards Dinner March 18 at the Granite 
Club. O. K. Schenk is chairman of the 
show committee, C. B. Wilson, vice 
chairman. R. C. Cumine is chairman of 
the dinner committee. The exhibition 
credits include Allan Fleming, design; 
Cooper & Beatty, Ltd., typography and 
Rous & Mann, Ltd., printing. All entries 
exhibited will be reproduced in the 
Tenth Annual of Advertising and Edi- 


past and present 


torial Art to be published in the fall. 
The club’s Ninth Annual has just been 
published. Canadians may obtain copies, 
at $6 each, from Burns & MacEachern, 
i2 Grenville St., Toronto. The annual 
will also be made available in the States 
from Universe Books, New York, $7.50. 


San Franciscans Norman 
enjoy Rockwell’s yarns Rockwell, 

guest of hon- 
or at recent meeting of the San Fran- 
cisco AD club, here delivers punch line, 
gets round of laughs. From left, Rock- 
well standing; president Ettore Firenze; 
Mrs. Rockwell; Roger Sherman, presi- 
dent of Society of Designers and Illus- 
trators; Bert Rudolphi; illustrator Al 
Parker. 


NY ADs collecting 
research sources 


The New York club’s research commit- 
tee has been advised by research ana- 


lyst Mark Huntington Wiseman, recent 
guest speaker, to set up subcommittees 
to investigate sources of information on 
research. Reports of the subcommittees 
would provide basic material to be in- 
corporated in a readership committee 
project tentatively known as Operation 
Lookership. Wiseman urged art direc- 
tors to take advantage of reports avail- 
able to agencies and advertisers. Sources 
of information helpful to art directors, 
he said, were readership research—Starch, 
Shepard, Bureau of Advertising of 
ANPA, Advertising Research Founda- 
tion; motivation research—D:chter, Social 
Research of Chicago, Pierre Martineau 
of the Chicago Tribune, marketing ana- 
lyst James M. Vicary, who invented 
subliminal projection; bibliography—col- 
lection of books and articles for an art 
d‘rector’s library, reports on such mate- 
rial, old and new; publications—liaison 
with publishers of mass magazines that 
conduct editorial research; agencies — 
liaison with agencies that conduct vari- 
ous forms of research. 


Seattle elects, 
plans northwest convention 


New officers of the Seattle club are John 
Lee, president, Art Hupy, secretary, and 
Walt Dorn, treasurer. Past president is 
Jim Peck. 

The club plans to hold a Northwest 
convention, to which all members of 
NSAD are invited. Tentatively, the con- 
vention is planned for May 9 and 10 
at the Olympic hotel, to be held in con- 
junction with the annual show and 
dance. Round table discussions and 
forums, a cruise and salmon barbecue 


h 
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on Puget Sound and an Awards Presen- 
tation cocktail party are included in the 
program. Further details from conven- 
tion chairman. Bill Werrbach, Studio 
Art, University Bldg., Seattle, Wash. 


Los Angeles president Mike Such, 
and 13th Exhibit queen president of 
the Los An- 


geles AD club, and Yvette Mimieux, 
queen of the 13th Annual Exhibition of 
Western Advertising and Editorial Art, 
draw attention to the AD club-sponsored. 
show, held at the California State Mu- 
seum of Science and Industry, Feb. 12 
through March 5. Art Sherman, exhibi- 
tion chairman, announced more than 
3600 entries—largest total recorded for 
the show—were received. Show repre- 
sented work of 11 western states and 
Hawaii. Award winners, named too late 
for Art Direction’s deadline, will be in 
the May issue, which will have special 
coverage of the show. 


Nashville's Wiley Past presi- 


promotes Jesse James dent of the 
Nashville 


club Burnard Wiley’s mural on the Jesse 
James bank robbery at Russellville, Ky. 
is expected to become a major tourist 
attraction. The mural, a 16’x8’ oil, thor- 
oughly researched by Wiley, decorates 
a wall in the Southern Deposits Bank. 


Public was invited to unveiling of the 
mural through Post Office-type “Wanted” 
ads. Wiley, who has church murals in 
nearly every southern state, is AD for 
the Methodist Publishing House, Nash- 
ville. 


Spokane’s scholarship ‘Spokane 


deadline April 18 high school 
seniors com- 


peting for the $50 scholarship award to 
be presented by the Spokane AD club 
must have their entries—a portfolio of 
five pieces—in by April 18. The art di- 
rectors will select judges who will make 
the award in May following an exhibit 
of the submitted art. Scholarship will 
be paid to the university or art school 
selected by the winning student. Jack C. 
Rogers, chairman of the award commit- 
tee, outlined provisions of the scholar- 
ship to a dinner meeting audience of 
ADs, high school seniors, art instruc- 
tors. Above, Lloyd Carlson, center, 


points at ad for (left to right) student 
Kenneth Wilson, Dorothy Mcllvain, di- 
rector of art for Spokane public schools, 
and, behind Carlson, student Rogene 


St. Louis installs Newly elected off- 

cers and executive 
board members of the St. Louis club 
are shown here at installation ceremony, 
presided over by John M. Lamoureux, 
AD of Warwick Typographers, who 
acted as toastmaster and program chair- 
man. From left to right, Larry Weaver, 
Advertising Art, member of the board; 
Russell E. Paidrick, General Outdoor 
Advertising Co., treasurer; Marion J. 
Bardot, Velvet Freeze, Inc.; secretary; 
Robert S. Robison, Washington Univer- 
sity School of Art, president; H. Davis 


Clymer, Southwestern Bell Telephone 
Co., first vice president; Carl F. Kling- 
hammer, D’Arcy Advertising Co., second 
vice president. Additional board mem- 
bers not shown include Roy J. Paul, 
Cassell and Paul P.O.S., Inc.; and Rob- 
ert Ruther, Krupnick and Associates. 
Retiring president is Josef Dettling. 


Washington ADs 
plan 9th show 


April 14 through April 30 are the dates 
for the Washington, D. C. art directors’ 
ninth annual show. The exhibit will be 
held in the Perpetual Building Associa- 
tion Auditorium, 11th and E Sts., N.W., 
and will be open daily noon to 3:30 
p-m. A dinner-dance and award pre- 
sentation will be held April 12. 


New York jurors Victor Trasoff, AD 
select 500 entries at Wm. Douglas 


McAdams, _chair- 
man of the exhibition committee for the 
New York Club’s 37th exhibition, an- 
nounced jurors selected near 500 pieces 
from the over 12,000 entries received 
in 33 classifications. Winners of the AD 
Club Medals and Certificates of Dis- 
tinctive Merit will be announced at the 
Awards Luncheon April | at the Wal- 
dorf-Astoria. The show runs April 1-10, 
during Communications Week. Jurors 
were selected by vote of the club on 
a panel of names submitted by the ex- 
hibition committee. 


’ “Jurors included Dr. M. F. Agha, 


Frank Baker, McCann-Erickson; Ray- 
mond Ballinger, Philadelphia; Lester 
Beall; Will Burtin; Charles T. Coiner, 
N. W. Ayer & Son, Philadelphia; Louis 
Dorfsman, CBS Radio; Wallace W. 
Elton, J. Walter Thompson Co.; Gene 
Federico, Douglas D. Simon Advertising; 
George Giusti; William Golden, CBS; 
Walter Grotz, Marshalk & Pratt division 
of McCann-Erickson; George Krikorian, 
Look Magazine; Herbert Lubalin, Sud- 
ler & Hennessey; Cipe Pineles, Charm 
magazine; Robert Pliskin, McCann- 
Erickson; Lester Rondell, Grey Adver- 
tising. 

Television entries were judged by a 
special panel under the chairmanship of 
Norman Tate of N. W. Ayer & Son. 
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Panel members included Robert H. 
Blattner, Reader’s Digest; William H. 
Buckley, Benton & Bowles; William 
Duffy, McCann-Erickson; Stephen Elliot, 
Elliot, Unger & Elliot; Suren Ermoyan, 
Lennen & Newell; S. Rollins Guild, 
Photographers 2; Allen F. Hurlburt, 
Look Magazine; John Jamison, J. M. 
Mathes; Edward R. Mahoney, Cunning- 
ham & Walsh; G. Warren Schloat, Jr., 
Compton Advertising; John A. Side- 
botham, Young & Rubicam. 


chapter clips 


Montreal: Club has lost member Ted 
Harris who died suddenly . . . Guest 
speaker Gaston Sarrault, executive direc- 
tor of design with CBS, spoke on Is This 
Paradise . . . New members are asso- 
ciates Joel Barg and Gilles Charette and 
Ray Mead, Dennis Oldroyd, Charles 
Trumble . . . Associates Alex Taylor 
now at Meco Art Studio, Grant Tigner 
at Turner and Tigner Associates, Don 
Langford at 1158 Beaver Hall Square... 


New York: Club saw demonstration of 
flexibility of Prismapastel sticks and pen- 
cils by Jose Ruiz of Eagle Pencil Co. 
Ruiz, who worked with Eagle techni- 
cians on development of the noncrum- 
bling pastel sticks and color-matched 
pencils has been a painter, teacher, com- 
mercial artist, illustrator, agency AD. 
Demonstration was arranged by A. I. 
Friedman, Inc. 


Philadelphia: Mrs. Agnes Brown, president 
of Women in Graphic Arts, was a recent 
special guest . . . New members of the 
AD club include Georganna Taylor. 
Leonard Bruno and Hank McKee. . 

Tammis Keefe, fabric designer who re- 
cently addressed the club, was awarded 
Medal of Achievement . . . Noel Martin 
a guest speaker . . . Club held cocktail 
reception preview showing of Graphis 
exhibit at Philadelphia Art Alliance. 


Washington: President Henry J. Bausili is 
circulating club’s monthly Full Bleed to 
other AD club presidents, for inter- 
change of information. 


8th IDC to attack 
visual squalor 


“The world that can split the atom 
should be ashamed to live in visual 
squalor.” With these words Dr. Albert 
Eide Parr, chairman of the 8th annual 
International Design Conference, 
sounded the theme of the 1958 sessions. 
Dr. Parr is director of the American 
Museum of Natural History. 

Dr. Parr feels that the biggest task 
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facing designers is the mastery of urban 
space, its reorganization to conform to 
the needs and possibilities of modern 
life. 

Planned for late summer at Aspen, 
Colorado, the conference will feature a 
group of architects, designers and city 
planners from all over the world. The 
three cycles of the conference will be 
The City, Its Basic Elements, Its Con- 
nective Tissues. 

Some of the conference participants 
already lined up are Dr. Erwin Gutkind, 
Willo von Moltke, Isamo Noguchi, Prof. 
Gordon Stephenson, and Prof. Christo- 
pher Tunnard. 


«the wines you Loved in Paria 


Product photography Classic ar- 


adds beauty rangement, 
attention to 


detail, and effort for beautiful effect— 
from the good straight shot of photog- 
rapher to production—all in the color 
photograph of product, adds beauty, as 
does type head (Photolettering) to this 
straight page ad for B&G wines. The ex- 
plicitly illustrated wines in dominating 
photograph are repeated in graph box 
dropped into type area, right. Wines 
are keyed, identified and described in 
copy to right. Agency: Lawrence C. 
Gumbinner. AD: Hershel Bramson. Pho- 
tographer: Irving Penn. Copy: Henry 
Hannath Marshall. 


Annual reports trend 
— cheaper production 


Trend of upcoming annual reports, in 
contrast to last year’s, will be strong 
cutdown on illustration, color, trick 
effects, rich look, popularized appeal. 
Information from firms and individuals 
whose business it is to design and pro- 
duce the business reports notes that com- 


panies will effect savings by cutting down 
on lavish production of their reports, 
concentrate on businesslike look to be 
achieved by simple, inexpensive design 
requirements. Cost for reports have 
ranged from 25 cents per copy to over 


Willkie’s This Container ad 
‘Togetherness’ translating the late 

Wendell Willkie’s “liv- 
ing together in America” concept, de- 
signed by Martin Rosenzweig for AD 
Walter Reinsel, N. W. Ayer, uses 44 
photographs by Betty Rosenzweig, made 
into negative silhouettes and montaged 
by Martin Rosenzweig. Strips of color 
across figures placed in tapestrylike de- 
sign on gray background lend bril- 
liance and design interest to the block 
of copy, bottom, a quotation from 
Willkie’s One World, 1944. The design 
visualizes the head: our way of living 
together in America is a strong but 
delicate fabric. Director of design for 
Container is Herbert Bayer. 


Ad photography buyers: 
Picture Agency Council facts 


Frank Gilloon, president of the Picture 
Agency Council of America, announced 
the 24 agency members of the council 
are planning to publish a book to advise 
buyers on the sale and use of photogra- 
phy. Sample of information lacking to 
buyers, PACA announced, are these on 
stock photographs: “Pictures are not 
sold; rather, licenses to use are granted 
purchasers. Signed releases from people 
shown are necessary in advertising. - Pic- 
tures should not be reused. Prices for 
reproduction rights vary widely, are 
based on specific use and circulation to 
be accorded each picture.” 
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Union Carbide tv These three 


—functional abstract scenes are from 
the Union Car- 


bide commercial first seen as part of a 
special musical revue (the Omnibus 
Jan. 14 program) telecast in compatible 
color developed by NBC. What makes 
them different? They're part of an 
“abstract” commercial—abstract art put 
to corporate function. With themes such 
as basic raw materials, technological 
progress, consumer products, and bene- 
fits of modern living, the one-minute 
and 45-seconds commercial uses shapes 
and patterns which evolve into symbols 
of familiar objects. Although cartoon 
characters are used, they are not the 
dominant element—the abstract designs 
which become the corporate hexagon 
dominate. Agency: J. M. Mathes, Inc. 
Producers/Art: Academy Pictures, Paul 
Kim. 


upon creative work. The committee 
attitude has slowly changed to the view- 
point that research can often give the 
AD ammunition to substantiate and 


The irrationality 
of it all 


“We have never been able to explain 


the large bulk of advertising effective- 
néss on a rational basis,” Dr. Howard 
Hadley told the Research Committee of 
the ADC of New York. He was speak- 
ing of mass media ads and the futility 
of trying to pin the success or failure 
of a product on advertising or of its 
advertising on such elements as media, 
frequency, illustration, design, position, 
copy, etc. 

Dr. Hadley, with Morey, Humm and 
Warwick, and formerly with Daniel 
Starch & Staff, is one of a series of speak- 
ers to discuss research problems with 
the committee. Under the leadership 
of Hoyt Howard, the group is studying 
research, the different kinds of research 
and what they mean to advertising and 
to the AD. The hearings are being con- 
ducted with an open mind. When origi- 
nally organized the group aimed to com- 
bat research, considering it restrictive 


defend his point of view in creative 
conferences. 

Dr. Hadley also noted that copy tends 
to be more rational than art, that the 
art and design have a more powerful 
emotional appeal. He noted the trend 
on the part of some advertisers to the 
inferential rather than the direct mes- 
sage. The product claim, instead of 
being stated in words, is often inferred 
by illustration, by association. As an 
example he cited the Salem cigarette 
advertising and the cool brook illustra- 
tion. This is almost an invitation to the 
AD to inferentially illustrate the key 
words of the copy, then leave out the 
copy. Some ideas lose their strength 
when put into words, Dr. Hadley ex- 
plained. The direct statement of the 
message is often less effective than the 
inferential statement on two counts: 1) 
the specific verbal appeal arouses more 


defenses and resistance. 2) The viewer 
of the inferential ad interprets into the 
ad the appeal most effective to her, 
whereas the specific verbal ad reaches 
only those responding to the specific 
appeal. 


EVERY 
YEAR, 
ONE 
LINE 
STANDS 
ILAD & : 
SHOULDERS 
ABOVE 
THE 
CROWD... 
BLACK 
ANGUS 


Fashion, drama Fashion-ad look 
for broiler ad achieved through 

type layout (Basker- 
ville, set by Composing Room) plus in- 
terest created by photograph—really com- 
bination of stock shot of attentive group 
by A. Devaney, Inc., plus photographer 
Melvin Sokolsky’s shot of smiling man 
holding product aloft. Point of ad is 
made in drop-out lines along lower left 
margin which ask readers of Home Fur- 
nishings Daily to see Black Angus rotis- 
serie at housewares show. Line of type 
at bottom welcoming GE to rotisserie 
field makes another institutional point— 
Black Angus is traditionally a conserva- 
tive firm with no cut-rate policies, and 
really welcomes GE as an added bulwark 
against sea of cutthroat competition/ 
pricing prevalent in rotisserie field. AD: 
Joe Goldberg. Agency: Zlowe Co. 


Industrial designer becomes 
stronger marketing factor 


An industrywide survey by New York 
design firm Lippincott and Margulies 
points to strong emergence of the indus- 
trial designer as an important marketing 
factor. L&M’s figures are: That last year 
industry paid $500 million for design 
services—this year the total may be 
upped by $25 million. That new prod- 
ucts are being introduced at an increas- 
ing rate — because new-product success 
means growth, even survival in the mar- 


(1) 


(2) 


(3) 


: 
| 
| CARBIDE 
| LY 
iF 
SS 
28 


ketplace (this though currently 80 per- 
cent of all new products fail within a 
year). That 60 percent of L&M’s own 
designs in the past five years were for 
new products—a few years ago new prod- 
uct designs totaled 15 or 20 percent. 
That accredited design firms number 
nearly 200 and new firms sprout regu- 
larly in New York, Detroit and Los 
Angeles. 

To offset fierce competition, fresh 
inventive design must set a product 
apart, L&M managing partner Walter 
P. Margulies emphasized. Design will 
become increasingly important in other 
than traditional consumer products. Its 
sales force is being felt in power tools, 
electronic computers, etc. L&M’s report 
concludes designers can no longer limit 
themselves to mere surface styling but 
must, like agencies, assume a share of 


New prop source 
for South American crafts 


Pinata Party, Inc., 129 MacDougal St., 
offers examples of native South and 
Central American crafts, including pre- 
Incaic and preColumbian pieces, for 
use as props free. Stanley Selengut, presi- 
dent of Pinata, announced the firm 
would only ask a credit line in return 
for loan of native work in gourds, 
metal, wood, ceramic, rubber, fur, cere- 
monial and hunting accessories, also 
many other items. 


Edward Weston 


One of the world’s major photographers, 
Edward Weston, an honorary fellow of 
the Photographic Society of America, 
holder of the first Guggenheim Founda- 


responsibility for sales. 


tion Fellowship for Photography, repre- 
sented by more than 100 one-man shows 


SIMMONS 


2) SIMMONS COMPANY 


(3) 


New trademark, logo Redesigned 
to bolster Simmons trademark and 
logo for Sim- 
mons Company, (1), employs first letter 
of firm’s name, S, as basis of graceful, 
easily recognizable and legible trade- 
mark and logo. Crown shape, above the 
S design which is set on stand for 
balance and strength, and phrase, “The 
House Of”, curved above, adds dignity, 
upgrading to new trademark, a revolu- 
tionary changeover from the old and 
staid mark, (3). Note old logo (2), 
which has given way to new, rounded 
yet stronger signature. New design job 
by Jim Nash & Associates will be applied 
to more than 2200 products, can be used 
in many color combinations, embossed 
in metal, woven into cloth for labels. 
Simmons market-tested four designs be- 
fore selecting this, which originally was 
one of over 60 ideas presented. New 
symbol will be highlighted in advertis- 
ing and promotional material. Simmons 
will continue to allocate most of its ad 
budget to magazines, with budget to be 
upped about $1 million over last year’s 
figure, about $4.5 million. Young & 
Rubicam is the national agency for the 
firm which will add new products this 
year and two divisions for manufactur- 
ing juvenile furniture and a living room 
line, in addition to regular lines of 
mattresses, other bedding equipment. 


including one in 1947 at the Museum 
of Modern Art, died in Carmel High- 
lands, Calif., at the age of 71. Since 
1929 he had lived on Wildcat Hill near 
both the coast and Point Lobos, which, 
with Death Valley in the Mojave Desert, 
served as subject matter for a series of 
his camera studies. In 1948 the State 
Department had commissioned docu- 
mentary photographer Willard Van 
Dyke to do a motion picture of his* work 
for release abroad. The film, An Ameri- 
can Photographer, was also shown in 
this country. At one time he worked 
in Mexico with artists in the Mexican 
Renaissance. Later he returned to Cali- 
fornia and began his famous series of 
nature close-up studies. He used an 
8x10 Deardorff camera with two lenses, 
a 12-inch Cooke triple-convertible ana- 
stigmat, a 14-inch Ektar lens, tripod, 
filters and meter. He never used an en- 
larger, artificial light, retouching and 
seldom even shot the same subject twice. 
He wrote and illustrated several books 
on his own work. His photographs are 
included in a number of books and 
other publications published in this 
country and abroad. 


EL AL 


Dramatic ad— This ad idea put 
design and copy art rather than head 

to use as bold stop- 
per in new campaign for El Al. Stopper 
statement in headline placed next to 
torn photograph makes illustration and 
type one startling (but not at the ex- 
pense of good design) unit. Campaign 
is using series of stopper photos, concise 
type, to point up theme. This ad, from 
news pages of the New York Times, 
was repeated in color month later in 
Times magazine. Agency: Doyle Dane 
Bernbach. AD: William Taubin. Stock 


photograph. 
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2 looks, both good— Herewith two 
when artist has ads, both for 


fabric houses, 
both artwork 
and in color, both arresting and beauti- 
ful, and both the results of giving the 
artist a free hand. Galey & Lord’s page 
ad, taken from Vogue, spotlights blazing 
colors for “blazing cottons” theme. Cen- 
tral arrangement of blonde in blue-red 
over-sheath, purple-blue for under-sheath 
at hemline, and shoes, and redhead in 
red-yellow with throw of yellow-striped 
soft red, are surrounded by white, ex- 
cept for light gray to indicate back- 
ground (pillars, etc.), and spot blue and 


a free hand 


green to right center (lily pool). Soft, 
unfinished green drawings of men in 
background lend—as do background ar- 
rangements — action, interest, depth to 
page. Line drawings of central female 
models leave figures uncolored, to fur- 
ther strengthen color value of fashions— 
which by the way are not actual dresses, 
but artist’s indication of present styles. 
The point is Galey and Lord offers cot- 
tons in bright colors, trading on fash- 
ion’s interest in the Caribbean. This 
point the ad makes pictorially, with copy 
limited to campaign theme, firm name 


and signature. AD Dimitri Petrov of 


Johnstone, Inc. allowed artist Roy 
Colonna free hand—Colonna’s the con- 
ception, layout, artwork and lettering of 
head and firm name. Account executive 
Stanley Kramer said the artwork cam- 
paign, now seven years old, uses two or 
three color ads per year, b/w the rest. 
When a color ad runs, full advantage 
is taken of color’s own contribution as 
design element to the end. 

The Fuller Fabrics ad, also the result 
of artist’s (Jack Potter, who did Coke 
campaign) conception, plotting, as well 
as artwork. AD Alvin Chereskin of 
Hockaday Associates saw Potter’s Coca 
Cola work, was duly impressed, had him 
do a Fuller campaign. This is the first 
ad in the new series, running in the 
New York Times magazine. Potter has 
to use Fuller’s chauffeur—identified with 
“richest cottons in town” theme—but he 
uses him subtly, here in left background. 
Potter's fashion approach is used here 
for first time in actual fashion campaign. 
Background, which melts into cobble- 
stone path to center to left bottom, is 
a soft warm gray, chauffeur wears deep 
gray, holds palest lemon yellow shop- 
ping bag. Highlighted print dress has 
green, orange and red on white. Red- 
headed girl is placed next to yellow 
stand holding oranges. A deeper shade 
of orange is cat, center bottom. Row of 
figures in diagonal line, right back- 
ground use deep and light gray, spot 
of yellow-green (bananas). Artist has 
used warm tans for flesh tones. Overall, 
a Parisian scene, warm, interesting, giv- 
ing drama to campaign point which 
centers here on French design (Boussac) 
on Fuller cottons. Copy: Gertrude Koeh- 
ring. 


Subliminal— 
receivable, not viewable 


Demonstration of the subliminal adver- 
tising device, invented by market re- 
searcher James M. Vicary, before the 
Federal Communications Commission 
proved the signals could be transmitted 
for .05 of a second at five-second inter- 
vals, but would not be consciously visi- 
ble to the naked eye. Subliminal Pro- 
jection Corp., of which Vicary is a 
director and vice president, arranged 
the demonstration on a closed circuit 
in WTOP-TV studios. Vicary asked 
FCC to adopt regulations for the device 
so the projection corporation’s equip- 
ment and the process would be used— 
networks and stations have been ban- 
ning the process because of misunder- 
standing of its role and use, Vicary said. 
He said subliminal advertising could 
only remind viewers of advertiser’s con- 
ventionally delivered message, could not 
switch brand loyalty, since the new 
method can only strengthen what view- 
ers have already been conditioned to do. 
First public test of the process was 
made on Canadian Broadcasting Corp. 
network Jan. 19, with CBC slated to 
release results of a viewer survey. 


4A/SRA standards 
for tv art measurements 


Now available to agencies and tv sta- 
tions, a framing guide to standardize 
measurements for artwork for tv com- 
mercials. Jointly developed by the Amer- 
ican Asscciation of Advertising Agencies 
and Station Representatives Association, 
the guide gives measurements for use in 
preparing tv flip cards, telops and slides, 
also suggests safety margins, paper stock, 
use of blacks, whites and grays. Guide 
comes printed on cardboard, 11x 14 
inches, in which tv screen area may be 
cut out, or the guide may be printed as 
transparent overlay, to be used for pro- 
tective cover for artwork and as guide 
to station technicians in framing art- 
work on camera. Not copyrighted, the 
guide in electros, mats or repro proofs 
is available from Marbridge Printing 
Co., 225 Varick St., New York 14. 
David Dole of the Leo Burnett Co., 
Chicago, was chairman of the AAAA 
subcommittee in charge of the project. 
His committeemen were Gene Murray 
of Kudner Agency, New York, and 
Thomas Naegele of J. Walter Thomp- 
son Co., New York. e 
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WHAT’S NEW... 
WHAT’S BEST in creative advertising 


choices by AD’s critic panel 


1) Karl Fink, industrial designer. 2) Georg Olden, 
director of graphic arts, CBS-TV. 3) Garrett 
Orr, associate AD, Outdoor Advertising, Inc. 
4) George Krikorian, promotion AD, Look. 5) 
Peter Palazzo, advertising & visual director of 
Henri Bendel. 6) Art Kane, executive AD, Irving 
Serwer, Advertising. 7) John Jamison, AD, J. M. 
Mathes, Inc. 8) Gabryel de Million-Czarnecki, de- 
signer, Container Corporation of America. 


Design suspense 


This Container Corporation ad designed 
by Gene Federico, through AD Walter 
Reinsel of N. W. Ayer, achieves suspense 
in unusual headline technique (what is 
it—how done?), added element of inter- 
est to page design, really a combination 
of two independent designs, one precise, 
one bold and unruly, here together for 
maximum effect. Top half, above the 
heads, achieved drama in word “Dis- 
raeli” through fruttage, a rubbing made 
directly from wood type with a graphite 
stick. The heads are blue on the right, 
red on left, with overlapping bar and 
spots of purple, set on black pedestal. 
Two heads, one a steel engraving, the 
other a photo, were used, with all tones 
but black and white through photostats 
eliminated. 


Overall image adapts—bold or fine 


The Lester Beall-designed image for 
Wiss packaging —for a line of shears 
ranging from rough hardware items 
such as tinsnips and hedge trimmers to 
fine manicure shears in gift packs — 
adapts easily from straightforward, clean 
and good looking design on pack for 
metal cutting snips to dainty look com- 
bined with strong modern design. Shown 
here is the metal cutting snips box, also 
product in its inside wrapper. Design 
theme is the logo which uses strong 
wide “w” and diamond shapes — both 
elongated, widened, contracted as needed 
for particular design for each pack. For 
snips, face of box has logo in black 
within white diamond, graphlike, heavy 
blackline drawing of snips backgrounded 
on red and white. Side panel has elon- 
gated diamond to suggest shape of snips, 
repeats white, black and red. In a pack- 
age design for gift box of toiletry items, 
colors are gold, black and white, dia- 
monds are squeezed and elongated, em- 
bossed into white panel (little over half 
of box face) that serves as background 
for gold script of product title. Top 
panel of black has “w” in white, strong 
and wide for balance, gold between arms 
of the letter. Logo is gold, small, fits 
into white diamond on side panels. 
Lester Beall assisted by staff designer 
James Hight did all Wiss packaging. 
Sample—Durick Co. of Chicopee, Mass. 
were box makers for snips and gift packs. 
Keystone Folding Box Co. of Newark 
did grass clipper boxes. 
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Tonight at 10 watch this 
frugal fiddler start his 
brave climb toward .... 


cas TELEVISION Channel 2 
Sly announcement 


This newspaper ad for the $64,000 Ques- 
tion program uses well-known face of 
Jack Benny, skips his identification by 
name but describes him (“frugal fiddler’’) 
in clever copy. Photograph catches his 
most typical expression for instantaneous 
recognition. Type block and photo tied 
together to make one unit, which at once 
plugs program (the title in type over 
gray background in photo), personality. 
Constrained but strong announcement 
of unusual excitement in usually excit- 
ing show. AD: William Golden. Photo: 
CBS. Copy: Robert Strunsky. 


Chinese calligraphy cavorts for tv 


Title animation for Seven Lively Arts 
program has simplicity and beauty of 
Chinese calligraphy, cavorts in delight- 
ful, whimsical way. Story line and art 
well designed and executed in this re- 
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continued 


freshingly unique picture-story title. Ink 
drawings were done directly on paper, 
then photographed (eliminating inking 
and opaquing onto cels), and drawings 
of foreground figures and backgrounds 
were optically combined. Chaplinesque 
main character (controlled ink-blot tech- 
nique) blows his trumpet to gain admis- 
sion to pillared hall of the arts, but 
three supervisors deny him. He goes 
back to the streets, performs for crowd 
(Chinese calligraphic-like figures), wins 
success. For CBS-TV by Storyboard, Inc. 
Director, John Hubley. Animation, 
Emery Hawkins, Ed Smith. 


Human interest appeal for industrial ad 


Ad aimed at buyer and manufacturer 
of paper products also does job of giving 
warmth to institutional appeal. Use of 
warm photograph, excellent typography 
(type head from Lettering, Inc., type 
body 9’ Caledonia 3’ leaded, type lead-in, 
12’ Futura Demi Bold) illustration and 
headline tied themewise achieving in- 
terest for this different approach—use of 
human interest rather than usual pho- 
tography of plant exteriors and interiors, 
machinery, etc. For Diamond Chemicals, 
agency Fuller & Smith & Ross, Cleve- 
land; AD Link Hafner; photographer 
Paul Dome Studios, New York; type di- 
rector, Michael McCauley; copywriter/ 
creative head, William Suitt; model, 
John Simmons. 


Rich 4-color photos—for radio, not tv 


Direct mail piece for CBS Radio is a 
richly produced folder with covers—four 
—of 4 color photography. What radio 
has to offer, as opposed to tv—frequency 
of message, because of lower rates — is 
here dramatically presented with lush 
color, thoughtful type design, and note 
on front cover drawing advertiser’s at- 
tention to message within — reprint of 
article and CBS’ own message on Big 
Splash versus low cost frequency of mes- 
sage. AD/Designer: Louis Dorfsman. 
Photographer: Robert Ritta. 


Whimsical touch for powerful posters 


Three-year-old poster campaign for 
Super Boron, premium h‘gh-test gaso- 
line by Standard Oil Co. of Ohio, uses 
same theme—blasé little man who does 
impossible things in a casual manner, 
the impossible things being imaginative 
pictorial adjectives emphasizing proper- 
ties of product. All posters appear with 
only product name for copy—in Day-Glo 
red. Pastel colors used usually for rest 
of the design, and the little man is 


usually outlined in heavy blackline. 
Here pale green and yellow are used, 
plus the heavy line, and Day-Glo red. 
Other posters have our hero flying south 
with the ducks, one beside him in the 
car, or painting a mustache on the moon, 
etc. But he’s always in the car, and it’s 
always flying along at maximum speed, 
minimum effort. For Boron, the result 
has been top sales in the territory, very 
high Starch rating, prizes in Chicago 
Poster Show. AD Clark Maddock (then 
with McCann-Erickson) and artist Clem 
Cykowski created series. This poster, 
first by present AD Clark L. Robinson 
(all artwork in series by Cykowski) 
was followed by more Robinson-ADed 
pieces continuing and expanding theme. 
Agency: McCann-Erickson, Cleveland. 


POP display adds eye-appeal 


A point of sale display for lawn mower 
adds eye appeal, gives sales message 
graphically, adds light touch. Motor- 
Mower, the product, receives high mer- 
chandising value through spectacular 
display, made of corrugated paper 
board, printed in four colors by rub- 
ber dies, creates illusion of perspective 
through figure in hammock placed on 
diagonal. Cartoon figure in hammock 
enjoys life — butterflies and birds sur- 
round him—condition made _ possible 
by machine, display graphically tells. 
The heavy lawn mower is supported by 
reinforced base of display and is easily 
visible from three sides. Designer: Ran- 
dolph Jelinek. Producer: Container 


Corporation of America, specialty divi- 
sion. 
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By Social Research Inc. 


The different media present the creative 
worker with certain possibilities, limita- 
tions and problems. Experienced art di- 
rectors know a great deal about the 
technical possibilities, limitations and 
problems, and spend a good deal of 
time working to utilize maximally the 
possibilities, and get around the limita- 
tions. They also know intuitively that 
each miedium has a set of possibilities 
and limitations which stem not from the 
technical character of the medium, but 
from the audience’s expectations and 
conceptions. Motivation research has, 
over the past few years, investigated 
rather intensively the images of various 
media, just as it has studied the images 
of products and brands. In the course 
of these studies, we have found that 
magazines, newspapers, radio and tele- 
vision all have particular meanings for 
their audiences, serve different functions 
for them, and are regarded in quite 
different ways with respect to both the 
editorial content, and the advertising. 

We know that advertising which 
doesn’t take the different images, mean- 
ings and functions of each medium into 
account loses some of its impact. Of 
course, much of this taking into account 
is done implicitly by the advertising 
man, but research findings suggest that 
there are good many areas for improve- 
ment in the fit between the particular 
ad or commercial and the medium 
which carries it. 

Television presents the greatest chal- 
lenge to the creative worker. For one 
thing, it is new. We have had half a 
millenium to learn about print and its 
communicative effect, three decades for 
radio, and just about ten years for tele- 
vision. Also, because TV is so popular 
an advertising medium, everyone has 
gotten into the act, from the local dry 
cleaner to the largest manufacturer—as 
a result there is a wide range of fare on 
the screen, and the bad seems to rub off 
on the good more than the reverse. In 
our studies over a seven year period we 
have found increasing dissatisfaction on 
the part of the viewer with the quality 
and quantity of TV commercials, at the 
same time that there seems to be greater 
satisfaction with the programming! 


resistance aroused... 
This means that when the AD starts to 


television’s challenge to creatinty 


think about a TV commercial, he is 
moving toward a tough audience — the 
medium is powerful, but it also arouses 
a lot of resistance. The AD’s job is to 
use TV’s power, and avoid the resistance 
people have to “all those commercials”. 

We know that people are deeply in- 
volved with TV. It is the major recrea- 
tion for a great many families—and they 
wouldn’t skip it for the world, even if 
they do feel a little guilty about being 
so addicted. So, they define TV as fun, 
as lively, as sociable. Its core impact on 
them is highly emotional, and non- 
rational. They attribute to it little of 
the solidity and thoughtfulness they give 
to magazines and newspapers. It is, 
therefore, a seductive medium for them, 
and because of this they show a great 
many mixed feelings; they alternately 
praise and damn it, and never seem 
really to take it comfortably for granted. 
This ambivalence has an unfortunate 
consequence for the advertiser: people 
tend to transfer all of their negative 
feelings about watching TV to the com- 
mercial — there is much damning, and 
very little praise, for the advertising on 
TV. And this isn’t just because people 
don’t like advertising; they will often 
be quite complimentary about the ads in 
the magazines they read. 

Let us quote one vehement, but not 
atypical, mass market housewife on the 
subject of TV advertising: 


“It stinks!—pardon the expression. It’s 
very repetitious and especially those 
guys who holler at you at a mile a 
minute; they are very obnoxious. 
Sometimes I don’t think they even 
look sane. I'll tell you the truth, we 
often run out to do our dishes during 
the commercials. Well, I'll still admit 
that some are very clever and amusing 
ones, for instance Hamm's beer. It’s 
really entertaining. That type at least 
is human!” 


People see television commercials as 
original and interest-holding, to be sure; 
but they also very often think of them 
as “tricky” and “flashy”. They are not 
sure how much they can trust the ad, 
and they often fear they are being high- 
pressured to do something they will 
regret. The fact that people have this 
distrust of commercials and that they 


Art Direction / The Magazine of Creative Advertising / March 1958 


believe there are too many of them 
anyway means that the creative man 
must take special pains to see that his 
particular commercial is regarded as an 
exception, as not “like all those lousy 
commercials,” if it is to do the amount 
of selling work a commercial can do. 


Intrinsic interest essential... 

It is clear from how people respond to 
commercials—to the ones that have posi- 
tive impact for them, and to the ones 
that don’t—that the main characteristic 
of a good commercial is that it has some 
intrinsic interest. Where the product 
itself has such interest, the job is fairly 
easy—with appliances for example. Most 
products, however, have very little in- 
trinsic interest on the television screen— 
a bar of soap is a pretty dull object if it 
comes in the middle of a drama show. 
Therefore, the prime creative task is to 
give the commercial real interest as a 
vehicle for the selling message. This is 
often done well in cartoons (like the 
Hamm’s commercial the lady men- 
tioned). It is often done very poorly, 
either because the characters and situa- 
tions portrayed are not particularly in- 
teresting, or because the presentation is 
complicated or fragmented. 


hard-sell stirs antagonism... 

In general, it would seem that the 
blatant hard-sell approach (the “guys 
who holler’) creates a great deal of 
antagonism. For a one-shot promotion 
this may not matter, but if a brand 
image is to be built and maintained, it 
is probably a very damaging tactic. One 
fairly simple factor in such commercials 
is often at fault—the audio volume is 
increased (presumably to attract atten- 
tion) and people experience definite dis- 
comfort and react with hostility. 

Commercials which shift focus rapidly 
—from cartoon to live to print and back 
again—also do not achieve maximum 
impact, because the viewer is already dis- 
tractable from the interruptions which 
come when the program breaks in the 
middle, or from perhaps three short 
commercials in succession at the station 
break. 

Finally, one real problem for the TV 
commercial is a simple aesthetic one. 
Most people’s sets are not as finely 
tuned as the one the advertiser views 
when shown his commercials. Like the 
singer’s voice on an $18.95 radio, the 
commercial has to be designed to look 
and sound good on a below average set, 
not the best one. Often viewers experi- 
ence commercials as unpleasant simply 
because the. contrasts are too great for 
their set, or the words appear out of 
focus, or the audio blast causes distor- 
tion. 


PEPSI-COLA layout by BILL WEBER 


Art Supervisor, Kenyon & Eckhardt 


BILL WEBER uses Eagle PRISMAPASTEL sticks and pencils on his famed Pepsi-Cola ads. This one 
ran in The Saturday Evening Post, Ladies’ Home Journal and McCall's (see finished proof, far rig/:t). 


“My first roughs,” says Bill, “are mainly indications of 
mood and action. I usually do two or three roughs be- 
fore going to the finish. Each one takes a matter of minutes 
—I just block in the composition and secure the masses. 
These new PRISMAPASTEL sticks of Eagle’s are just 
right for the job. They’re very quick to work with. They’ve 


=> 
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got good brilliance. The edges don’t crumble like some 
I’ve tried. And the range of colors is terrific. In thee 
ads, by the way, thé girl is the dominant figure, because 
our slim, fashiony approach is aimed mainly at women. 
So she dominates—both in color and position—while t!.¢ 
man is subordinated in neutral colors.” 


Most experts use EAGLE’ most often 
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“The finished rough is where these matching PRISMAPASTEL sticks and 
pencils really pay off. I block in the broad areas of color with the sticks—then 
work over the edges and details with the pencils. The colors are really per- 
fectly matched—you can’t tell where the stick leaves off, and the pencil picks 
up. (Look at the girl’s hair, for example, or her face tones.) The pencils hold a 
beautiful point for lettering or fine details like the Pepsi bottle or blouse pat- 
tern. Believe me, PRISMAPASTELS will make my life a lot easier.” 


Get your free Sampler of Eagle PRISMAPASTEL” Sticks and 
Pencils at any of the dealers listed on the following pages. 
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Hans Dumler: Poster for a Munich 
carnival time festivity 

Bele Bachem: Poster for a 
‘Bacchantic ball’ in Munich 
Ernest Klinger Announcement 
of a carnival event: ‘Venetian 
Night’ 

Alfons Eder: Finnish prize 
winner in Cologne carnival poster 
contest 

Reinhold Kistenich: Cologne 
carnival poster: the ‘pram’ is the 
emblem of the city 

Hubert Berke: Two colour illus- 
tration of carnival street scene 
from the official publication of 
city of Cologne, Germany 

E. R. Vog : For a students’ 
ball at Berlin Arts & Crafts 
School 

E. R. Vogenauer: Berlin Arts & 
Crafts school students’ celebra- 
tions 

Eugen Hotz: Swiss carnival time 
poster 

Ruodi Barth: For a masked ball in 
Basle, Switzerland 

Armando Testa: Poster for a 
carnival in Turin, Italy 


EUROPE MAKES MERRY 


RETTAGS ROSE NMONTAG 
ASTR.2 


by Kim Taylor, Assistant Editor, Graphis Magazine 


Like gay cocks crowing in a grey and early dawn, Europea 
have always held carnivals in the darkest months of the yea 
For fifty-one weeks the good European citizen is a soberside 
observing his dues, fulfilling his duties respectably, and the 
for one week a wise and ancient custom allows him to sho 
the horns under his hat, the hoofs in his boots, his ol | 
allegiance to Dionysus, Bacchus and other gods of earlier time 


Carnivals in Europe are a kind of catharsis, a challenge ' 
the long oppression of winter and an opportunity to indul 
without burden of conscience in the pomps and vanities of tl 
world, to be Somebody for a while, if only with the aid of 
mask. Carnivals are also good business. For such reasons, : 
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spite of the grumblings of Mrs. Grundys, they are likely to 
continue in all the years that are not cursed by the less harm- 
less eruptions of war. 


The designer comes into his own at carnival time. Costumes, 
masks, decorations of all kinds, and of course announcements 
and posters, all require his hand and imagination. Because of 
the business carnivals bring, officials are increasingly concerned 
to enlist the best design to advertise their city functions. The 
Munich Art Academy has awarded annual prizes for the best 
carnival posters, and the town is bright every year with 
announcements of associated functions. Many of these are done 
by students and, without the usual commercial restraints, are 
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very free in form—indeed many would seem to need just such 
limitations to make them good posters. 

Cologne too holds a competition for the poster that will 
best summarize the spirit of its carnival. The gaiety and 
freedom of the subject attracts as many as a thousand entries, 
even from artists far from and foreign to the city. The three 
kings shown here carry the emblem of the city, tell of its 
flower show and of Bacchic business done in the city—it was 
designed by a Finn. 

Swiss artists in the service of such gaieties produce works of 
wit and imagination, but never out of control: their posters 
at any rate can suggest that the Swiss retain their sense of 
strong design even in their cups and merry quips. * 
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Paul Smith, 


conference director 


Lester Rondell, 


conference co-direvior 


William Longyear 


conference chairman 


Creativity, theme of the Third Annual 
Communications Conference sponsored 
by the Art Directors Club of New York 
April 2 and 3, will be explored in depth 
by nationally known authorities in the 
arts, science, management, psychology, 
education, engineering during the two- 
day sessions of the conference at the 
Waldorf-Astoria. 

Paul Smith, president of Calkins & 
Holden, Inc. and director of the con- 
ference, underlining the theme of the 
conference, noted “Creative power is 
the spark that makes not only indi- 
viduals, but businesses, nations and 
whole cultures great. There is a grow- 
ing body of opinion that the different 
forms of creativity, whether they occur 
in scientific invention, rocketry, music, 
industrial design, poetry, business man- 
agement, astronomy, mathematics, peda- 
gogy, housekeeping or painting, are all 
facets of this same basic phenomenon. 
Recent developments, particularly in the 
field of science, have given this matter 
a quality of urgency. The better we 
understand this vital process, the better 
equipped we are to realize our poten- 
tial as individuals, as corporations, or 
as a nation.” 

The conference, being held during 
Communications Week and in conjunc- 
tion with the New York Art Directors 
Club 37th Annual National Exhibition, 
has been planned to show the inter- 
relationship of the creative process in 
all fields of activity, and the application 
of the principles developed in other 
branches of science and art to the art 


directors’ own creative problems. Con- 
ference fee is $50. This includes all 
meetings and luncheons. Reservations 
should be addressed to Miss Marion 
Sheldon, Conference Secretary, Art Di- 
rectors Club of New York, 115 E. 40 St., 
New York 16. 

Planning the conference, in addition 
to director Paul Smith, are Lester Ron- 
dell, AD Grey Advertising, conference 
co-director; William Longyear, chairman 
of the department of advertising design, 
Pratt Institute, conference chairman. 
Conference committeemen are Walter 
Grotz, president of the Art Directors 
Club of New York and AD Marshalk & 
Pratt division, McCann-Erickson; Gar- 
rett P. Orr, New York club executive 
board member and associate AD, Out- 
door Advertising; Stephen Baker, crea- 
tive supervisor, Cunningham & Walsh; 
Fred J. Brauer; Hector A. Donderi of 
Fenga & Donderi; Jack Leonard, AD 
Winthrop Products. Salvatore J. Taibbi, 
AD American Telephone & Telegraph, 
is advisory member, and design chair- 
man is Herbert Lubalin, vice president 
and AD of Sudler & Hennessey. 


1) Eddie Condon, jazz guitarist, radio- 
tv bandleader, author of Eddie Condon’s 
Treasury of Jazz, numerous magazine 
articles, articulate spokesman for Amer- 
ican music, will discuss Creativity in 
Music. His column, Pro and Condon, 
written in collaboration with Richard 
Gehman, is a monthly feature of the 
Saturday Review. 
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2) Gerard Piel, whose subject is 
Creativity in Science, is publisher of 
Scientific American, trustee of the 
American Museum of Natural History, 
a Fellow of the American Academy of 
Arts and Sciences. A Harvard grad- 
uate, A.B. magna cum laude, he entered 
publishing as science editor of Life 
magazine, and in 1948 organized the 
new Scientific American with Dennis 
Flanagan as editor. 

3) John E. Arnold, to speak on Crea- 
tivity in Engineering, is professor of 
mechanical engineering, and special 
lecturer in the Graduate School of 
Business Administration at Stanford 
University, consultant to industry on 
programs to increase creativity and 
productivity of research and develop- 
ment workers. He founded the first 
creative engineering laboratory in the 
country at MIT. 

4) Dr. Irving A. Taylor, assistant 
professor of psychology, Pratt Institute, 
and winner of the 1957 annual award of 
the American Association for the Ad- 
vancement of Science, for his socio- 
psychological research. His subject is 
The Nature of the Creative Process. 
His latest study, Toward a Design 
Psychology, the first of a series of 
monthly articles on the psychology of 
design, appears in this issue of Art 
Direction. 

5) Victor Borge, master entertainer, 
musician, humorist, businessman, has 
been described by Geoffrey Hellman in 
a New Yorker profile as a man “making 
an excellent living by talking funny, 


acting funny and playing the piano, 
mostly funny ...a master of non- 


sequitur ...<ny sort of play on 
words... .” His subject, Creativity in 
Humor. 


6) E. Finley Carter, to discuss Crea- 
tivity in Research, is a director of the 
Stanford Research Institute, a pioneer 
in the field of human relations. He has 
served Sylvania Electric Products, Inc. 
as, successively, vice president in charge 
of industrial relations, vice president in 
charge of engineering, and vice presi- 
dent and technical director. 


7) Dr. Gregory Zilboorg, described 
by a colleague as “one of the few living 
examples of a Renaissance man,” is at 
once a psychiatrist, authority on early 
Church Byzantine art, photographer 
whose work is exhibited internationally, 
an original creator in metal and wood, 
a Cordon Bleu chef, a political figure 
in the Russian Revolution, having served 
in Kerensky’s cabinet. His subject: The 
Psychology of the Creative Personality. 


8) Dr. M. F. Agha, consultant de- 
signer who for 15 years was AD in 
chief for Condé Nast Publications, will 
discuss Incontinence in Creativity. Re- 
cipient of the AIGA medal in 1957, he 
was cited for his “revolutionary and 
lasting effect on American magazine 
design; for discovering, stimulating and 
training a generation of photographers, 
artists and designers; for bringing a 
critical wit, intelligence, and a new 
stature to the function of art direct- 
ing.” 
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After a decade of television viewing it 
is more disheartening than ever to watch 
good TV shows like Jack Paar’s “To- 
night” seem to be deluged by commer- 
cials unrelated to the show itself. 

The flood of mail to the Hudson 
Theatre indicates overwhelming enthu- 
siasm for the show despite the numerous 
spot interruptions. Reports from “To- 
night” reveal that those who mention 
advertisers in their letters say that if 
they must look at commercials they 
would rather watch them on “Tonight”. 
This is fine testimonial for Jack Paar 
but is it for the sponsor and his product? 

When “Tonight” was on sustaining, 
the pressures of cost threatened the very 
life of the show. But it was apparent 
that Jack Paar and his entourage had 
created the proper fusion of immediacy, 
authenticity and that elusive ingredient 
called entertainment. 

After the critics’ gleeful shouts of ap- 
proval the attraction to sponsors was 
inevitable. One after another they came: 
Polaroid, Polident, Bufferin, and Marl- 
boro; Tuck Tape, Tintair, and Tenday 
Nail Polish; Ipana, 7 Up, and the hordes 
of spot advertisers squeezed in between 
station breaks and IDs. 

The show became a money hit, which 
in present-day television is much more 
important for emotional security than 
being an entertainment hit. Even Jack 
Paar boasted, in all humility, to his 
nation of viewers that “Tonight” had 
surpassed the two million dollar mark. 
And well he might. It was one of the 
most exciting monetary achievements of 
the network. Over a hundred stations 
opened their video doors to the nightly 


T-V FILM 
ROUNDTABLE 


the integrated tv spot 


visitors from Manhattan. This repre- 
sented twice as many eager eyes as had 
viewed “Tonight” since the idea first 
jelled—a mighty five million pair of eyes 
and ears per night. Happiness reigned 
until the strain of constant unrelated 
interruptions began to show on the 
“King”. 

Though the hour and 45 minutes 
was ample time for writer Jack Douglas’ 
wonderful pixie brainchildren to romp 
about, a strange recurring phenomenon, 
last noticed on Steve Allen’s “Tonight”, 
took place. Sixty seconds worth of sell 
was crowding out an hour and forty-five 
minutes worth of some of the best enter- 
tainment to come out cf television. 

First to go was the freedom of banter- 
ing back and forth between Paar and 
Dody Goodman, often right in the mid- 
dle of a Dodyesque gem. Then the 
interviews with guests fell apart almost 
as quickly as they had started. The 
moment of extreme frustration came 
when Peter Ustinov had to forsake a 
punch line for a station break fol- 
lowed by numerous unrelated spots. 
Only Elsa Maxwell flourished without 
serious damage. 

The TV merry-go-round flings off all 
of its riders in due time no matter how 
hard they hold on. The need for spon- 
sorship is self-evident. Yet agency and 
client persist in sitting on and squelch- 
ing a show that, in the long run, can 
sell more for them if the concept of 
integration were effected. 

The structure of “Tonight” is an ex- 
tremely hardy one and can withstand 
the ‘big blow’ of irrelevant wordage. 
Within this structure, perhaps, lies the 


answer. It is Mr. Paar’s quickwit as a 
performer, the genuine repartee with 
his guests, the controlled abandonment 
ir turning ordinary conversation into 
theatrical vignettes that has given birth 
to a new form of commercial sell. 

It would be wise for the networks, 
agencies, clients and producers to get 
together in serious discussion on com- 
mercial integration. 

Bufferin had such integration, though 
quite inadvertently. It occurred when 
Jack Paar offered three tablets to relieve 
Jonathan Winters’ headache. Winters’ 
uncluttered buffoonery and the subse- 
quent antics of all did more to vindicate 
Bufferin’s irritating filmed spot than a 
dozen unrelated commercials could do. 

Hermione Gingold’s quip about Ten- 
day Nail Polish hit home as a far better 
attention getter than stereotyped agency 
copy. 

Dody’s remarks how 7 Up tickled her 
nose became a natural part of the show 
rather than an alien appendage stuck 
on to disrupt the proceedings. 

Integration does not necessarily mean 
that the filmed commercial withers away. 
It does, however, mean that the concept 
of unrelated filming to the show at hand 
will disappear from the airways. The 
spot sales, of course, remain. So do the 
IDs and all those precious moments 
between shows. 

Integrated commercials challenge the 
creativeness of every art director, copy- 
writer, agency producer and filmmaker 
because it strips away the heavy monot- 
ony of strained selling. This is especially 
true in a troubled era when audiences 
seek out new forms of identification. @ 


$ by Ralph Porter 
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THE GOLDEN PENCIL 


iS THEME OF 


FOUR co.ons- RICHMOND'S 3RD ANNUAL 


ONE SHOT! 


ANTIBIOTIC - ANTITOXIC 
ADSORBENT - DEMULCENT 


JNTISPASMODIC - ANTACID 
1) AD: Barbara Shiers 


Art: Nancy Voth 
Advertiser: Thalhimers 
2) AD: T. Kenneth Rowe 
Art: Edgar H. Mallory, 
H. Armstrong Roberts 
Advertiser: The Bank of Virginia 
Agency: Lindsey & Co. Inc. 
AD: Al Cascino 
Art: Irvin Beatley 
Advertiser: The Smithfield Packing Co. 
Agency: Cargill 2 Wilson 
Direct mail piece, art and 
| design by Roger Shepardson 
Art: Ronnie Seichrist 
Advertiser: A. H. Robins Co. Inc. 
AD, TV art: Jack Woodson 
Agency: Larus & Brother Co. 


Among the many ad centers around the country where art 
talent is creating is Richmond, Virginia. With an art direc- 
tors club affiliated with the NSAD, Rickmond has sponsored 
its 8rd annual exhibit to demonstrate “. . . how you, the Art 
Director or Artist, possess ‘The Golden Pencil’.” 
j Three New York ADs helped give an outside and impartial 
LUTER'S viewpoint to the judging: John Jamison, J. M. Mathes Inc.; 
Andrew Nelson, Hazard Advertising Co.; and Russell Hillier, 


Kastor, Farrell, Chesley & Clifford. Some of the show’s award 
winners are shown here. Thalhimers “the shoe is pointed” 


newspaper ad was judged best-of-show. e 
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There is a growing trend toward realism 
in advertising. I have been getting more 
and more assignments that have best 
been resolved by the use of non-profes- 
sional models. I find this very fortunate 
since I dealt with realism as a photo- 
journalist and have always been an 
advocate of the documentary approach 
in advertising. 

In some recent assignments the use 
of average people as models has worked 
out best. Specifically, in a CBS Radio 
direct mail piece called “Judgment by 
the People”, Lou Dorfsman, the Art 
Director, wanted a group of average 
people to represent a cross-section of 
the radio listening public. I found that 
by just using people I knew, and people 
I searched for in restaurants, in the 
streets and parks, etc., I was able to 
portray the average citizen as he really 
is. This particular job would not have 
been as successful with professional 
models. After all, who looks more like 
a shoemaker than a shoemaker? It is true 
that many professional models have act- 
ing ability and can be cast for various 
roles, but there are those times when 
that little extra something can be had 
by going directly to the guy on the 
street to get it. 

The one thing that I am most careful 
of is not to cast characters or oddballs 
merely because they would make star- 
tling photographs. I prefer to take an 
average person and through direction, 
get the expression and movement I 
require. 

In spite of my enthusiasm for non- 
pros, let it here be said that I have been 
and will continue to be a good customer 
of the model agencies. But there are 
those assignments which specifically re- 
quire non-pros, and proper casting and 
good direction can lead to some pretty 
exciting advertising photography. 


FOR THE POSE THAT’S CONVINCIF hat’s 


4 A 
2) 
+ 
3) 
a2 
ry 


2) 


3) 


4) 


5) 


6) 


7) 


My rep was a natural for this one— 
she’s always crying. 

Instead of booking a model, I found 
this situation ready-made in a bar- 
ber shop. 

Young couple in dance hall were 
perfect for this album cover. 

The grouchiest guy I know was per- 
fect for this shot! 

Little boy really felt like a cowboy 
when we surprised him with the 
complete outfit. 

Relaxed h ife always listens to 
the radio with her cat and her 
knitting. 

My friend Gil always enjoys a good 
laugh. 


€ hat’s believably real, use non-professional models 


advises photographer Raymond Jacobs 
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Communication implies a message, a 
sender, and a recipient. If the communi- 
cation is to be effective, the recipient 
must accept and understand the message 
as intended by the sender. This is true 
of a radio broadcast, a telephone con- 
versation, a personal letter, a book, a 
poem, an advertisement. 

Anything preventing the message from 
‘reaching the receiver or being properly 
understood by him is considered as in- 
terference. Such interference may be 
radio static, or a break in the TV video 
circuit, or the fact that the message is 
in French and the intended receiver 
understands only German. Or there may 
be a psychological attitude preventing 
the intended receiver from getting the 
message as intended. 

This psychological interference fre- 
quently greatly reduces the effectiveness 
of the communication in contemporary 
advertising. To precisely aim the mes- 
sage psychologically on target the ad 
man can profit from the help of the 
psychologist. With current emphasis on 
the visual phase of advertising, on the 
illustration and design, and with ad 
managers frantically trying to justify 
their budgets by claiming definite results 
in terms of readership and sales, the 
teamwork of the psychologist and the 
designer are becoming an increasingly 
recognized and important factor in the 
business world. 

It is with this in mind that Art Direc- 
tion has invited Dr. Irving Taylor to dis- 
cuss problems of aimed design monthly 
in the columns of the magazine, to bet- 
ter help art directors, and all ad men, 
understand the growing role of psychol- 
ogy as applied to visual communications. 

Dr. Taylor was consulting psychologist 
for the New York Telephone Company, 
is Assistant Professor of Psychology at 
Pratt Institute, and is currently Asso- 
ciate Research Director and member of 
the executive committee of Research 
Advisors, Music Research Foundation. 
He is author of numerous articles in 
professional magazines, has lectured and 
taught at many universities, is a member 
of educational and psychological socie- 
ties and the recipient of numerous prizes 
and awards, most recent of which is the 
1957 annual medal from the American 
Association for the Advancement of 
Science for the best socio-psychological 
research of the year. 

His articles in Art Direction will be 
concise and will be aimed at the pro- 
fessional advertising man. Their objec- 
tive will be to help the ad man better 
aim the design of his ad and promo- 
tional material. The accompanying in- 
troductory piece explains the role of a 
design psychology in our economy. 


by Dr. Irving Taylor 


A designer may be highly skilled in pro- 
ducing designs which satisfy him but 
may lack the abilities necessary for gain- 
ing public enthusiasm. A psychologist 
may sense or empirically identify the 
important factors in taste but be in- 
capable of actualizing these factors into 
tangible products. The designer and the 
psychologist have an obvious meeting 
ground. 

Where, specifically, is this meeting 
ground? In five major functions of 
design (as well as art in general) there 
is mutual concern. 


toward a design psychology 

The first of these functions is the 
meaningful organization of a design. A 
good designer can intuitively produce 
satisfactory work—for the designer. Will 
the general public be similarly satisfied? 
The principles of Gestalt psychology 
(including proximity, similarity, con- 
tinuity, closure, and contrast) and the 
principle of constancy become more 
meaningful to both the psychologist and 
tne desgner when they are put into 
tangible service. Too frequently the 
psychologist’s understanding of these 
fundamental principles does not go be- 
yond generalities. On the other hand, 
the designer has much to gain by con- 
sciously understanding and applying 
organizational principles. 

The second function, involving com- 
munication is clearly of common inter- 
est to both designer and _ psychologist. 
Communication is meaningful only when 
the recipient is reached in a_ predict- 
able manner. The recent developments 
in psycholinguistics, general semantics, 
and nonverbal communication are of 
inestimable value to the designer who 
intends to communicate to a_ public 
where great differences in interpretation 
of graphic symbols have developed be- 
tween the latter and the former. Psy- 
chologists who are aware of common 
associations to abstract lines, shapes, and 


effective visual communication 
is. increasingly becoming 

a dual effort of the designer 
and the psychologist 


objects have the rudimentary informa- 
tion which designers must guess at. 
Increasingly, precision in communicating 
through design is becoming a joint 
concern. 

Appreciation is the third function. 
What are the esthetic factors involved 
in a product that wins favor over its 
rivals? Identification of the psychological 
factors may provide the groundwork for 
successful designing. At the 1957 meeting 
of the American Psychological Associa- 
tion, an industrial designer, with the 
aid of a psychologist, presented a paper 
which showed how the cooperative 
efforts of the two specialties facilitated 
the work, and greatly improved the 
final product, in this instance package 
designs. 

The fourth function is the act of crea- 
tion itself. Work in this area has become 
quite familiar to designers in the past 
few years, and despite some question- 
able practices employed in “creativity” 
courses, results have frequently been con- 
vincingly successful. The basic premise 
is that creativity increases with under- 
standing and deliberate utilization of 
the basic forces involved in the creative 
process. 

A fifth function of design is expres- 
sion, the impact of producing on the 
producer. The psychologist’s interest 
here is in diagnosis and personality in- 
terpretations and is, therefore, only of 
heuristic value to the designer. 

A design psychology gains its effec- 
tiveness only after the underlying factors 
are understood. The most important 
applications have always followed funda- 
mental research. Of course the quality 
of results depends upon the resourceful- 
ness of those involved. At worst, there- 
fore, design psychology is merely an- 
other example of market research; at 
best it can evolve into a science of design 
—with the precision of the former and 
the satisfactions of the latter. e 
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KINDER TO 


THE HANDS 


THAN TO 


THE EYES 


by Harry & Marion Zelenko 


Of the ten illustrated boxes, there is 

only one using symbols directly asso- 

ciated with the cleaning agent within. 

The packages could contain any product. 

Each container is so similar to the 

other, they could all be produced by the 

same company. 

Following are points noting seme simi- 

larities : 

e In six cases, the type has been treated 
three-dimensionally. 

e All except one has the type either at 
an angle or askew. 

e All but one uses tricky or modified 
lettering and in only two cases does 
it seem an improvement over the taste- 
ful use of appropriate typography. 
All of the products use type in scale 
to be read from at least 50 feet away, 
even though the space between coun- 
ters is usually a maximum of about 
8 feet. The impact is wasted. They 
“scream” with equal emphasis. In an 
attempt to compete, the type has got- 
ten bigger and bigger and louder and 
louder. 

@ Only one company has designed its 
package with a color somewhat keyed 
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to the feminine approach. 

© Only three of the designs do not look 
“old-fashioned”. 

e Hight of the boxes use red. 

e Nine of the boxes use blue. 

e Six of the boxes use yellow. 

e Five of the packages use red, yellow 
and blue together. 

e Four of the packages say “NEW” on 
them although the packages have 
been on the market for at least two 
years. 


A housewife might go to the soap rack 
for a specific soap in response to adver- 
tising. However, getting her to the soap 
counter to buy Brand “A” is no guar- 
antee that she will buy Brand “A”. New 
approaches for better point-of-purchase 
sales must be considered. The designer 
can certainly contribute to sales by 
designing a package with more visual 
appeal, more personal identification and 
a more clear indication of what the 
package contains. A direct, tasteful 
design would have more impact than 
many of the existing packages by con- 
trast alone. + 
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3* DAY A LITTLE BIRD called on an ox she admired 
but the ox paid her scant attention. Next day she 
called again... and on the following day...and on 
the day after that, but the ox practically ignored her. 
The little bird was very discouraged and decided to 
never call again. As she started to fly away the ox 
said, ‘‘Come again Friend.”’ 

D F KELLER CO Printers with imagination 
3005 FRANKLIN BLVD CHICAGO 12 ILLINOIS 

We have clients in America’s foremost industries 
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~ DESK SPACE AVAILABLE in large, pleasant 
studio for Retoucher, Illustrator, etc. Low 
60's off Madison Avenue, Possible free 
vy lance work. TE 8-4010. 


Kimberly-Ciark’s movie A new in- 
uses animation too dustrial mo- 

tion picture 
for Kimberly-Clark’s Texoprint, a new 
latex-impregnated printing paper, com- 
bines design animation and conven- 
tional live photography. Produced by 
Morton Goldsholl Design Associates, 
Chicago, the movie shows (upper right) 
textures in pen and ink sketch, color 
photography and design drawings, to 
indicate product’s versatility of repro- 
duction. Lower left demonstrated fold- 
ability, live photography. Top left, ani- 
mation, for depth, and bottom right, 
animation for sharpness. 
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Color/photo design New cor- 


keys corporate campaign porate 
campaign 


for Chicago’s General American Trans- 
portation Corp., by Chicago agency 
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Edward H. Weiss, uses color still-life 
photography in series of designs and 
moods plus a bold face Gothic head- 
line for each of the industries served by 
GATX. Layouts remain same, copy 
theme points up a particular industry 
and General Transportation’s service to 
that industry. This illustration is soft- 
ened by blurred, warm and pale shades 
of purple-blue, yellow, some light red, 
light blue, tan, to establish warm, in- 
teresting mood for electronic materials 
naturally stark. Campaign runs monthly 
in full color in magazines reaching dif- 
ferent kinds of management. AD: Art 
Meltzer. Photographer: Ralph Cowan. 
Creative Director: Lee King. Writers: 
Georg Bromberg, John Clayton. 


Chicago clips 


Chicago Photographic Guild’s officers 
and directors this year: Rudy Guttosch, 
president; Aaron Gordon, first vice presi- 
dent; Robert Petrole, Jr., second vice 
president; Jerry Smolka, financial offi- 
cer; directors Wesley Bowman, William 
Faivre, Allen Meyers, A. George Miller, 
Gene Stein . . . Irving Titel, AD and vp 
at Sigman & Associates, has exhibit of 
his paintings, drawings, prints and 
mosaic panels at Pritchard & Roberts— 
to continue through May . . . Exhibition 
of recent paintings by Edward Weiss, 
head of his agency, was donated to 
Chicago Medical School... 


ARTISTS’ MATERIALS 
DRAFTING SUPPLIES 


176 N. Wabash Ave., 


Chicago 1, Ill. FI 6-4395 


Symbols of Commerce 
show in Los Angeles 


First show of visual symbols to be held 
in Los Angeles will be the symbols of 
Commerce exhibition, March 15 through 
April 10, sponsored by the Association 
of Graphic Designers in collaboration 
with the University of California at Los 
Angeles. The exhibition is designed to 
give recognition to designers’ ability to 
establish the character of an enterprise 
through visual symbols. Trademarks, 
letterheads, and integrated design pro- 
grams, originated by southern California 
designers, will be on view. Judging will 
be by secret ballot, conducted by a jury 
of senior members of AGD. Details from 
Albert Strozer, Adtype, 916 N. Formosa, 
Los Angeles 46, Allen Porter, BRadshaw 
2-7479, or Allen Lazarof, TExas 0-3100. 


West coast clips 


Galley West, new galley proof informal 
newsletter for AD Club of San Francisco 
and the Society of Designers and Illus- 
trators, is edited by Price Burlingame of 
Kaiser Graphic Arts, 865 Isabella St., 
Oakland 7. He'd like newsletters from 
other AD groups . . . Charles P. Allen 
and Associates, new firm of advertising 
designers and consultants, now in 
Seattle, 1418 Northern Life Tower. 
Chuck Allen and wife Willi are partners 
—both came back to Seattle after 18 
years in Philadelphia, where both were 
ADs with N. W. Ayer and Son, then 
headed ALFA Associates, ad art, pho- 


tography and design group in Philly 
and New York . . . LA photographer 
C. A. “Pete” Peterson, whose first book, 
Photography for Profit, is now on sale, 
has another book out, Unknown Beau- 
ties (on beautiful girls across the coun- 
try). Published by Trend Books—editor 


Ken Bayless, printed at California Roto 
... Retouching Associates, new firm for 
retouching color transparencies, dupli- 
cating them directly to layout size, 
founded by Max Jaikin, formerly head 
of his own studio in New York. Studios 
are at 7321 Beverly Blvd., Los Angeles, 
WEbster 8-2117. Retouching Associates 
also offers color assembly service, com- 
bining any number of transparencies 
into single unit for one shot reproduc- 
tion by engraver... * 


RETOUCHING 


PRODUCT ILLUSTRATION 


COLOR- BW 


BACKED BY A COMPLETE ART SERVICE 
Layout to complete job. Quick service 
Fast Airmail service on out-of-town orders 


ADVERTISING PRODUCTION 
(Mayotte Park Plc Les Angeles 87, DU S4031 


CAMERAS — ART AIDS $485 & UP 
6 SAVERS PRINTING 


SILK SCREEN 


Inquiries lovited 
LACEY-LUCI PRODUCTS CO. 
31 Central Avenue 
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Largest GS exhibit The 34th Girl 


novel, compact Scout convention, 
held in Conven- 


tion Hall, Philadelphia, was the largest 


Philadelphia Art Supply ca. 


Philadelphia's most complete stock of 
art and drawing materials. 
* Bourges sheets * Craftint 
* Kemort materials * Zipotone 
* all graphic art supplies 


Send for our 200-page catalog 
on your letterhead 
25 S. Eighth St. * Philadelphia 6, Penna. 
MArket 7-6655 * Prompt delivery service 


the organization had ever sponsored, 
used 15,000 sq. ft. of space to explain in 
attractive, unique way the work of the 
Girl Scout organization, how each de- 
partment operated in relation to an- 
other. Designed by GS exhibits director 
Salvatore A. Carbone, assisted by Leo- 
nard Lowy. Modular units, 4’x4’x18”, 
formed within a square, and 91/4’x8’ 
message panels which were angled some- 
times from top, sometimes from bottom 
for change of pace, formed basic com- 
ponents. Vermilion, burnt gold and tur- 
quoise were color themes. [!lustration 1 
uses graphic symbols of organization on 
4,” masonite panels. Illustration 2 shows 
island unit 8’x28’. Note two units 
slatted (left) to exhibit items mounted 
on framed masonite, attached at 90 de- 
gree angle from slatted unit. Copy edi- 
tors for project were Leila Freedberger 
and Pat La Liberté. 


Trade ad adapts When AD William 
to 1-AD audience Wood of N. W. 

Ayer & Son was re- 
covering from a major operation, his 
complete Caterpillar Tractor ad layout— 
including the Caterpillar yellow — was 
adapted by his group to become a get- 
well message. Repro proof was 2-color 
bleed spread, written in style of real ad, 
used photos of Wood in the hospital, 
trick combinations of photography and 


artwork for cheerful look. Ad results? 
AD Wood returned to the job weeks 
earlier than expected. 


Philadelphia Museum’s 
‘Meet Our Instructors’ 


Work of more than 100 faculty members 
of the Philadelphia Museum School of 
Art was displayed in the Meet Our In- 
structors, 1958 show held at the college’s 
galleries. Advertising design was ex- 
hibited by Raymond A. Ballinger, Sher- 
man Hoeflich and Chuck Ax. Morris 
Berd, who headed faculty jury, had his 
oil, Japanese Yew Tree, selected by 
Joseph Carreiro and Jacob Landau for 
prominent exhibition. George Bunker, 
president of the faculty council, ex- 
hibited his prizewinning color litho- 
graph, Landscape at Le Tholonet. 
Fabric designer, Jan Ozog, in charge of 
arrangements for the show, was repre- 
sented by two silk screened fabrics. 
New art form—collage of stained glass, 
fabric, wire and other elements em- 
bedded in plastic for 3D look — was 
shown by Libbie Lovett, instructor in 
advertising design, who evolved the 
effect with designer Foster Lott, Museum 
School graduate. Fashion illustrators 
Clarissa Rogers and Ethel Fletcher ex- 
hibited ad pieces based on their work. 
Paintings and graphics were also ex- 
hibited by Benton Spruance, Henry Pitz, 
Jerome Kaplan, Rita and William Bar- 
nett, Emlen Etting and W. Emerton 
Heitland. Also represented: fashion de- 
signer Theresa Maranzini, a satin ball 
gown; William Parry, a fountain built 
around form of a woman; industrial de- 
signer William Daley, ceramic of Ma- 
donna and Child; designer Richard 
Reinhardt, a table; sculptors Henry 
Mitchell, Aurelius Renzetti and Allen 
Harris. * 
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Author George Reinfeld, Jr. is vice- 
president of New York’s Turck & Rein- 
feld Inc., is one of the leading producers 
of split fountain printing. Inquiries re- 
questing further information about this 
process, or samples showing the effects 
it can achieve, will be forwarded to him. 


Split fountain printing is a method of 
reproduction with which the progressive 
art director must be familiar in order 
to be able to create and obtain effective 
printing for his clients. Stated very sim- 
ply, it consists of using more than one 
color at a time in the press fountain to 
produce at least one color more than the 
rated color capacity of the press. 

The process is not new. However, the 
results currently being obtained are new 
and startling. 

In the past years few, if any, printing 
jobs were designed to take advantage of 
the process. To most designers it was 
unknown, and to the few who had heard 
of it, the results they saw did nothing to 
send them rushing off to their drawing 
board. To a great extent, this was due 
to a lack of interest on the part of most 
printers. 


the art director and 


SPLIT FOUNTAIN PRINTING 


Today, however, this is changing. A 
constantly increasing number of artists 
are turning to it as they discover it is 
opening new avenues for them to attract 
visual attention and at the same time 
reducing the amount of their non-crea- 
tive work. 

More printers are becoming aware of 
the possibilities for increased business 
and are expanding their knowledge of 
the technical requirements. 

There has been some comment to the 
effect that the process is limiting to the 
artist. Certainly it cannot be denied 
that there are definite limitations, but 
what reproduction process doesn’t have 
some limitation attached to it? Rather 
than look at the lim:tations—though it 
is necessary to know what they are—the 
intelligent thing is to capitalize on the 
advantages the process offers. A few of 
these advantages are the ability to in- 


By George Reinfeld, Jr. 


crease the use of color without a corre- 
sponding increase in cost, the use of 
purer colors rather than screened colors 
and overprints, and the creation of 
effects that cannot be duplicated by any 
other process. 

Let’s take a look at the mechanical 
side of the process for a moment. What 
is split fountain printing? It is the run- 
ning of more than one color at a time 
on a single color press; the running of 
more than two colors at a time on a two 
color press, etc. Remember that a print- 
ing press normally carries only one color 
of ink in its fountain. This fountain is 
a trough that covers the width of the 
press. Naturally, if the press is a multi- 
color one there is more than one foun- 
tain, but each will still only carry a 
single color. The ink is mechanically 
delivered from this fountain to a series 
of rollers that revolve and oscillate in 
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order to distribute ink to the printing 
plate or blanket. 

When a split fountain job is to be 
run, this fountain is divided into smaller 
compartments—the number to be deter- 
mined by. the number of colors the artist 
has built into his layout. This division 
is accomplished by metal dividers which 
form ink-tight chambers. Into each cham- 
ber, ink is placed which corresponds to 
the one the artist has indicated. Then, 
depending upon whether a blended, 
airbrush type of effect is required or 
whether the colors are to remain sepa- 
rated, other adjustments are made and 
other equipment added to the press. 

It may be obvious at this time that 
the colors must travel on the press in a 
straight line and onto the paper in the 
same manner. This is true, and this 
parallel layout of color is one of the 
limitations referred to. However, even 
here there are ways to get around this 
problem if the job is properly designed, 
so that strange as it may seem it is en- 
tirely possible for colors to actually over- 
print each other even though they are 
coming out parallel. 

Split fountain printing has a great 
advantage on jobs where airbrushing is 
normally required to get a blending 
effect. Any other process would have to 
reproduce this by screening, but not 
split fountain. A solid line plate is all 
that is required since the inks them- 
selves are sufficiently fluid to flow to- 
gether to form a natural blend which 
far outshines the results obtained by 
breaking the pattern up with dots. And 
it is far less expensive to the client. 

This is easily seen on the reproduc- 
tion of a color spectrum. Normally a 
set of four color process plates and four 
impressions would be required. Split 
fountain requires one line plate and 
one impression. 

This process requires very close co- 
operation between artist and printer, 
especially if the full advantages of the 
method are wanted. It is not enough 
to simply design a piece of printing for 
the basic process. It must be done in 
coordination with the printing equip- 
ment available in the plant where the 
job is to be produced. 

Full knowledge of the process by the 
art director will enable him to decide 
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split fountain 
(continued) 


that when the budget says two colors 
he can plan for three, four or five and 
still stay within his figures. This does 
not mean that split fountain printing 
in five colors costs exactly the same as 
a two color job. It does not, but the 
difference is so slight as to make the 
increase negligible. The difference in 
cost is in the preparatory and color 
matching time. Obviously, it will take 
twice as long to match four colors as it 
will to match two. There will also be 
some additional time required to set up 
the necessary press attachments. 

Any art director is more valuable to 
his clients and artists if he is in the 
position to decide when and where he 
can use split fountain printing to obtain 
increased color without increased costs 
and work. And further, when he is in 
full command of the process, he will be 
able to visualize when and where the 
process will be able to give him unusual 
effects; effects unobtainable by any other 
printing process. 

Certainly with the knowledge today’s 
printers have of the mechanics of the 
process and with the control they are 
able to exercise over it, split fountain 
printing is a field that should be fully 
and intelligently explored by all art 
directors who are interested in progress. 
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Cover designer 


Those who know him well call him 
“BJ”. He’s young, a talented designer 
and the Robert Brownjohn in Brown- 
john, Chermayeff, & Geismar, New York 
design firm. BJ studied architecture and 
product design at the Institute of De- 
sign, Illinois Institute of Technology, 
was an architect-planner for the Chicago 
Plan Commission, became an instructor 
in architecture and design at IIT. 

In New York he was a designer in 
the office of George Nelson before help- 
ing form BC&G. He teaches advanced 
advertising art at Pratt Institute’s Eve- 
ning Art School. . 
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COMING YOUR WAY ~ 


The big news in color photography is, of 
course, the negative-positive concept. Its 
most dramatic manifestation is the Kodak 
Type C print, but there are so many other 
benefits! An eye-opening demonstration of 
the whole system is coming your way—a 
big Kodak show of color: where to use it, 
how to use it, and what it means. Don’t fail 
to attend, you'll come away with a heart 
filled with excitement. 


CITIES, LOCATIONS, and DATES: 


Rochester, N. Y.... Hotel Sheraton. ............ March 26 

New York City.... Commodore Hotel.......... April 2, 3 

Sheraton Plaza Hotel........ April 8 

Veterans’ Memorial Building. . .April 15, 16 

s Hotel April 22, 23 

Minneapolis... . . Radisson Hotel. ..... April 29 

Olympic Hotel. ........ 7 
San Francisco... .. Sheraton-Palace Hotel....... May 13, 14 
Los Angeles....... Hollywood Roosevelt Hotel....May 21, 22 i 
er Statler Hilton Hotel.......... May 27 


DESIGNERS’ SUPERFINE GOUACHE COLORS 


@ Opaque water colors 
for commercial artists 
and illustrators. 
Outstanding for opacity, 
great purity of color, 


and dazzling brilliance. 
May be used 
through air brush. 
tubes not actual size 


YOU can afford 
that little 

extra IMPORTED 
quality! 


Canadian Agents: THE HUGHES OWENS CO., LTD. Head office, MONTREAL 
Californian Distributors: THE SCHWABACHER-FREY CO., SAN FRANCISCO 
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Super-workable Bainbridge Board holds the world’s record for flat- 
ness —they lay flat and stay flat for life regardless of climatic 
changes. Individually hung and dried in clean, temperature-controlled 
air, their perfection is guarded in every step of manufacture. 


brings you the best 
BAINBRIDGE 
the best results. 
Famous for high quality since 1869 
THE LINE in demand by top professionals and amateurs alike 


Illustration Boards e Drawing Bristols e Mounting Boards 
Show Card Board e Mat Boards 


At all art suppliers in most popular sizes 


CHARLES T. BAINBRIDGE'S SONS, 12 Cumberland St.. Brooklyn 5 WN. Y, 


thenew - | 
miracle“. 
oY 
e* 
4 
ao 
Atlanta...........Dinkler Plaza Hotel..........June 3 
Torento.......... Royal York Hotel............June 11, 12 . 
a EASTMAN KODAK COMPANY, Rochester 4, N. Y. is 
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with 


See how easy it takes 4 was 


CRESCENT illustration boar, ds 


‘LE OOVDIHD “3JAV NVYWOH ‘N OPZl 


QUALITY 
CARDBOARD 


FOR YOUR CONVENIENCE 
WE ARE HAPPY TO ANNOUNCE 


THE OPENING OF ANOTHER 


store at 
363 LEXINGTON AVENUE 


Between 40th and st Street 


ARTISTS MATERIALS + DRAFTING SUPPLIES 
PICTURE FRAMING 


E. H. & A. C. FRIEDRICHS CO. 
Artists Materials Since 1868 


40 EAST 43rd STREET 
Murray Hill 2-2820 


140 WEST 57th STREET 
Circle 7-6608 


363 LEXINGTON AVE. 
Lexington 2-0300 


H. Taws, Inc. 
alnut Street 


6-8742 


WRITE TODAY 


Free BOLD Daylight Fluorescent 
Screen Process Color Information Kit 


e “Color Card” Brochure: Contains perforated 
fluorescent swatches ... technical data... 
samples of different methods of using fluor- 
escent colors for maximum P-0-P impact. 
e Design Article: Expert advice on art and copy 
techniques. e Newsletter: Cost and use trends 
in fluorescent field. Kit saves time and money 
on every job! 

‘onsult silk screen printer . . . Specify BOLD 
Consult ait your brignt ideas.” 


#)Chemicals, Inc. 
New J.* San Leandro, Cal 


what’s new 


NEW NEG PAPER DOUBLES COPIES: Copease 
Corp. reports new negative paper by 
Agfa plus use of Copease photocopiers 
reduces costs of multiple photocopy re- 
productions. The new paper makes two 
positive black-on-white copies from every 
neg, without special developer or change 
in exposure dial settings. Details from 
Copease, 425 Park Ave., New York 22. 


SELF-ADHERING COLOR SHEETS: Use of Cello- 
Tak’s self-adhering transparent acetate 
sheets shows what art looks like in color 
before seeing color proofs. The sheets 
come in 52 transparent colors, all 
matched to standard printing inks. Also 
includes gold, silver and six daylight 
fluorescent colors. All supplied on matte 
finish acetate, which takes pen, ink and 
color smoothly. Sample plus illustrated 
brochure from Cello-Tak Lettering 
Corp., 131 W. 45 St., New York 36. 


BI-AZO-TAK: A new diazo sensitized film 
for production of direct positive trans- 
parent copy on clear pressure sensitive 
foil. Can be used on any ammonia 
vapor diazo type equipment. Eliminates 
application of glue, cement or other 
adhesive when using reproductions — 
the reproductions in this case are pro- 
duced from a master drawing in as 
many copies as desired, directly on the 
foil. Available from blueprinters and 
franchised dealers. Chart-Pak, Leeds, 
Mass. 


ORIGINAL PRINTS FROM BURR: Burr Gal- 
lery’s creative graphics department offers 
original prints by contemporary artists. 
Catalog lists and ilustrates pieces—litho- 
graphs, aquatints, linoleum prints, etc. 
From Burr, 108 W. 56 St., New York 19. 


DUN & BRADSTREET BOOKLET: Facilities of 
Dun & Bradstreet described in booklet 
from the company’s executive offices, 99 
Church St., New York 8. Also, a new 
booklet, Opportunities for Growth in 
Small Business, available from J. Wilson 
Newman, President, Dun & Bradstreet, 
same address above. 


LIGHTING FOR COLOR APPRAISAL: Research 
and Engineering Council of the Graphic 
Arts Industry has special report, Light- 
ing for Color Appraisal in Graphic 
Arts, recommending appraisal proced- 
ures and specifications for standardized 
viewing light. Illuminating Engineering 
Society co-sponsored the study. Informa- 
tion on availability of report from Re- 
search and Engineering Council of the 
Graphic Arts Industry, Inc., 5728 Con- 
necticut Ave., N. W., Washington 15, 
D. C. 
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NATIONAL STUDIOS CATALOG: Complete 
services of National Studios—supplier of 
slides to motion picture, advertising, in- 
dustrial, television fields—are described, 
illustrated in cleanly designed, red, 
black, blue and white flat folder. Serv- 
ices described concisely, illustrated lightly 
include preparing art for tv, hot press, 
slides, telops, crawls, flips, enlargements, 
mailing, free pick-up and delivery, etc. 
Catalog from National, 42 W. 48 St., 
New York 36. 


REFLECTIVE POSTER PAPER: Minnesota Min- 
ing and Manufacturing Co.’s new Re- 
flecto-Lite brand reflective paper lasts 
up to 90 days, has surface coated with 
optical system which reflects beams of 
approaching headlight, making reflector- 
ized portions of signs visible up to one- 
quarter mile away. Comes in white, blue, 
yellow and green. Details from Dept. 
R7-414, MMM, 900 Bush St., St. Paul 6, 
Minn. 


PORTABLE DRAWING BOARD: A new preci- 
sion drawing board, The Graphostat is 
portable, plastic, molded of high impact 
polystyrene, weighs less than eight 
ounces, made by Leslie Creations, Dept. 
801G, Lafayette Hill, Pa. Comes with 
two transparent plastic triangles, each 
30/65 and 45 degrees, recessed clamps, 
retractable straight edges, overall size 
9% x 12% inches. $4.95, plus 50¢ post- 
age and packing charge. 


VARIGRAPH LETTERS: A new 36-page free 
catalog from Varigraph Co., Madison 1, 
Wis. describes the lettering instrument 
which is a compact, flexible tool which 
letters in the 4 point to 72 point range. 
Lettering is done on direct image plates 
for offset duplicating. Over 600 sizes of 
alphabets can be set from a single 
master alphabet by use of two dial con- 
trols, say manufacturers. Variety of tem- 
plate styles also available. 


METALLICS, FLUORESCENTS SPRAY: Du Pont 
Freon propellant used for dispensing 
pressure in containers has made pos- 
sible new push button spray cans of 
iridescent metallic finishes and fluores- 
cent colors. Both come in eight colors. 
Spark-L Iridescent Metallic Finishes are 
produced by [:linois Bronze Powder Co., 
2023 S. Clark St., Chicago. Velva-Glo 
Qwik-Spray Sun-Tested Fluorescent Col- 
ors come from Radiant Color Co., 830 
Isabella St., Oakland 7, Calif. - 
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IF YOU BUY 6 STATS PER DAY_ 
STATMASTER' 


costs rou NOTHING! 


The money that you are now spending for Stats alone, will pay 
for your STATMASTER as well as the Stats. Comparison charts, 
compiled by enthusiastic owners, prove that they are saving 
from 80 to 90% of their former Stat, Film and Velox costs. 


THE FABULOUS STATMASTER 


can be yours for as little as 


$3.00 per day 


(Three models to choose from) 


‘win STATS 


oie or reduced, in line or halftone, 
negative or positive, any size (up. to. 
8x24) on any grade or of paper, 


Makes Litho and Halftone Film, 
Screened negatives, Velox prints 
from 25 to 133 screen. 

Does Sur-printing, Bas-Reliefs, 
Acetate Overlays, Reproportion- 
ing, Italics, Perspectives and 
Curves. 

Enlarges or reduces up to 350% 
in one shot, from paper, film or 
objects, in straight position, 
flopped or in perspective. 


NO KNOWLEDGE OF PHOTOGRAPHY IS NECESSARY! 


The STATMASTER is now in use throughout the country in every category of the Graphic Arts 
Morse International Adv. Agency * Daniel & Charles Adv. Agency * Alexander Chaite 
Art Studio * Carlson & Forino Art Studio * Mark Snyder Art Studio * Wright & Williams 
Art Studio « Art For Industry * Crisp & Harrison Adv. Agency * Smith & Fair Adv. Agency 
Ted Fenberg Associates * Boro Typographers * Rapid Typographers * Composition Corp. 
Typographers * Bernard F. Myers Art Studio * Russel D. Hamilton Art Studio * Marvin 
Kommel Productions * Flexo-Lettering Co. * C & S Commercial Art Studios * Metropolitan 
Life Insurance Co. © Billboard Magazine * TV Guide * Queens Litho Co. * Corydon 
M. Johnson, Lithographers * Robert Sidney Dickens, Inc. ¢ Akron Adv. Art, Inc., etc. 


write or phone for descriptive literature or try the STATMASTER yourself at our N. Y. showroom. 


_STATMASTER CORP. 19 West 44 St. N.Y. 36, N.Y.: OX 7-9240 
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Guthred 
knew his 
onions! 


When it came to making a good 
impression through onion 
skins, Guthred knew all the tricks. 


In the modern business world 
it’s no trick at all to make a 
good impression on as many as 
12 carbon copies — with 
Gibraltar or Millers Falls Onion 
Skin, the better onion skin papers. 


These durable, fine-finish papers 
are practical and versatile, 
designed to look better and 
work better for you. 

Insist on the best — 


MILLERS FALLS PAPER CO. + MILLERS FALLS, MASS. 


trade talk 


ART DIRECTORS ®OSTON: Leo Har. 


rington upped to 
associate AD at Hoag and Provandie . . 
CHICAGO: Norman Houk, art supervisor at 
Leo Burneti Co., now vp, art... Charles G. 
Torsian. new AD at Edward H. Wiess & Co., 
was designer with O'Grady & Payne. . 
Frank J. Westbrook upped to vp and crea- 
tive director, Chicago office, Rutledge & 
Lilienfeld . . . KANSAS CITY: First artist to 
be named to the board at Potts-Woodbury is 
Paul N. Horstman, vp in charge of layout 
and creative art. He’s one of the judges for 
Chicago AD club’s outdoor show . 
MINNEAPOLIS: E. Williams Burke, exec AD 
of Campbell-Mithun, is now also a vp... 
NEW YORK: Kelly, Nason, Inc. elected exec 
AD Roger Joslyn a vp. He’s a member of the 
New York AD club, won awards in travel 
promotion . . . Santo Calapai left Franklin 
Bruck for Burke Dowling Adams .. . Al Sher- 
man, associate AD at NBC-TV, teaching ad- 
vance course, Advertising . . . Design Re- 
view, at Pratt Institute evening school... 
Juke Goodman, left Saks Fifth Ave. for AD 
post at Warwick & Legler . . . Caroline 
Fleischer, who founded and ran the art de- 
partment division of Walter Lowen Place- 
ment Agency for the past 14 years is no 
longer with agency. The art department has 
been closed . . . PHILADELPHIA: Richard 
Cummins now creative director at Erwin, 
Wasey, Ruthrauff & Ryan, and layout artist 
John Bythrow succeeds him in former post 
as AD... SAN FRANCISCO: Senior AD 
Robert Clos now also a director of Wenger- 
Michael . . . Jack E. Davis, with John O'Rourke 
Advertising for three years, now AD. 
O'Rourke has merged with Clayton Adver- 
tising of Modesto. Herb Heidinger. leaving 
AD post at West-Marquis’ San Francisco 
office, becomes O'Rourke's director of crea- 
tive services. Gretchen de Col is production 
mgr. of firm... 


ART & DESIGN ANN ARBOR, MICH.: 
University of Michi- 


gan opening on April 17, the most compre- 
hensive exhibit of Mexican art ever to be 
seen in this country during the past 17 years 
(since Museum of Modern Art show in New 
York, 1940). Exhibit, co-sponsored in arrange- 
ments by other museums, opening to be 
accompanied by four-day symposium on 
Mexican art, architecture, music, literature, 
theatre and the dance, April 18-21. Show 
on exhibit at galleries of Museum of Art, 
Alumni Memorial Hall, until June 14, was 
organized by Charles H. Sawyer, director of 
Museum of Art, James B. Griffin, director of 
Museum of Anthropology, and Harold G. 
Wethey. professor of fine arts ...CARBON- 
DALE, ILL.: Designer Elsa Kula’s new ad- 
dress, 1004 W. Walnut St. here, (or in Chi- 


if 


Xdcto KNIVES 


essential art tools... 


Use X-acto replaceable-blade 
Knives wherever a surgically 
sharp edge is required...for Sten- 
cils Friskets Silk Screen 
Retouching « Mat Cutting « Mon- 
tage « Etching « Scratchboard 

FREE! BUYING GUIDE for 


X-acto Artists’ Knives, Tools, 
Art and Craft Sets. 


COLOR LABORATORY 


DYE TRANSFER PRINTS 
ORecon 9-7360 


10 EAST 39th STREET, NEW YORK 16, N. Y. 
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48-97 Van Dam Street, L.1.C. 1,N.Y. 
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trade talk 


cago, 154 E. Erie St.) announced in the usual 
unusual Kula way—color folder using all de- 
sign elements ... CHICAGO: Society of Typo- 
graphic Arts to hold Design in Chicago Print- 
ing Exhibition April 11-May 18, Art Institute. 
AD Hayward Blake of Ekco-Alcoa Containers, 
chairman of the exhibit. Jurors: John Breunig, 
AD Foote, Cone & Belding, Chicago; Designer . 
Louis Danziger. LaPuento, Calif; George 
Krikorian, promotional AD, Look magazine, 
New York . . . Robert Sidney Dickens, de- 
signer and president of Dickens, Inc., has- 
been elected to the Board of Governors, Food 
Packaging Council . . . Gerard J. (Jim) Guarch . 
is new art supervisor at Leo Burnett. He was 
in same post with Beattie Associates, New’ 
York ... At Art Institute of Chicago: to April 
30, prints by Renoir; to April 27, American 
Historical Staffordshire Pottery: to June 30, 
Oceanic Art .. . CINCINNATI: Jack Willard, 
who developed methods of painting with 
Formica inks, heads art in new Decorative 
Art Dept. at Formica Corp.—the department 
was set up to execute special formica pat- 
terns, paintings, murals upon special request. 
Sample art kits from Formica, 4614 Spring 
Grove Ave., Cincinnati 32 ... CODY, WYO.: 
Coe Foundation has donated collection of 
110 sketches by Frederic Remington to Buf- 
falo Bill Museum. Remington's art forms 
theme for Old Sunny Brook bourbon’s Old 
West campaign . . . METUCHEN, N. J.: Bien- 
fang Paper Co. completed new offices, addi- 
tional area to plant which produces artists’ 
papers .. . LOS ANGELES: Cal Freedman of 
Cal-Art & Associates designed the “Cocktail 
Announcement” for Catalina, Inc.—chosen by 
Graphis for distribution in International Sam- 
ples Service .. . Elgin Davis Studios estab- 
lished scholarship in advertising design at 
UCLA. It will be granted yearly to a senior 
or graduate student. Scholarship committee: 
Laura Andreson, professor of art and acting 
chairman, art department; Tom Jennings, 
associate professor of advertising design; 
and Don Chipperfield. instructor, all of 
UCLA; and Elgin Davis and Lance Turner 
of Elgin Davis Studios . . . Carson/Roberts/ 
Inc.'s campaign for Phil Rose sportswear 
using the 1920s and art style of John Held, 
Jr. as theme . . . MINNEAPOLIS: Ray Mithun, 
president of Campbell-Mithun, presented $100 
purchase awards to top winners in agency's 
sixth annual show. Award winners: AD 
Donald (Pete) Bastiansen, popular vote, first 
place. E. Williams (Bill) Burke, exec AD, pro- 
fessional jury vote, first place ... NEWARK: 
Ceramic Leagues, inc. of Newark planning 
professional ceramic exhibit to be part of 
Eastern Ceramic Hobby Show, Asbury Park, 
May 8 through 11. Certificate of Merit will 
be awarded to each piece accepted. Appli- 
cations from Middle’» Ceramic Studio, 519 
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Clean, compact, easy to read, functional 
for offset, letterpress and gravure 

work. A good, close-fitting type. Ideal 
for text; perfect for book use where 


space is at a premium. 


Specify Cornell in the near future. 
You'll see for yourself how clean, sharp 


and letter perfect repro proofs can be... 


* Corneil is but one of many Fotosetter 


Type styles shown in Warwick's new 
Photographic Type Book. A request 
on your letterhead brings it 

to your desk. Write Dept. SB-13. 


60 Point 

48 Point Co rne ll Italic 

42 Point Cornell 

36 Point Co rne ll « « a new Fotosetter type style. 
30 Point Cornell 

Cornell 

igpont Cornell 

16 Point. Cornell 

patted Cornell Fotoset by Warwick. 
12 Point Cornell 

11 Point Cornell 

10 Point Cornell 

9 Point Cornell 

8 Point Cornell 

7 Point Cornell 

6 Point Cornell 


WARWICK TYPOGRAPHERS 


SERVING CLIENTS 


920 Washington Ave. °« 


St. Louis 1, Mo. 


Phone CEntral 1-9210 


IN 40 STATES, CANADA, MEXICO AND CUBA 


THINK OF 


120 WEST SOth STREET 


@ cdvertising photography 


FOR SLIDE FILMS 


NEW YORK 19,N. Plaza 7-5090 


COLOR SLIDE 


DUPLICATES 


35mm STEREO 


QUALITY with QUANTITY 


/ March 1958 


HAMILTON COLOR 


127 N. 4nd St., Hamilten, O. 


astest 


COPY-FITTER EVER! 


That's what thousands say 
about the famous 
Haberule Visual Copy-Caster! 
Artists, ad men, printers, editors, 
students swear by it. Never 
ohsolete. Money back guaran’ze. 
Al art supply stores or direct. 
Haberule Visual Copy-Caster 
with plasiic type gauge, $7.50 


HABERULE 


BOX AD-245 + WILTON « CONN, 


2 
| 
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USE 
LETTERING inc 
STYLES 

FOR YOUR 
HEADINGS 


Top Quality Hand Lettering 


Lettering inc styles are 
designed to make your 
headings easier to read 
more compelling, 

and more expressive. 


Priced to Fit Your Budget 


The Lettering inc method 
of assembling headings 
Jrom pre-tested top 
quality master alphabets 
assures you of the best in 
hand lettered headings at 


prices to fit any budget. 


Available to Everyone 


Lettering inc studios are 
located in 6 major 
advertising centers. 

Ali studios offer service 
by sales representative, 
phone and mail. 

All studios maintain the 
same high level of service 
and craftsmanship. 


SEND FOR YOUR ISIS’ 106 PAGE 
FREE TO CUSTOMERS 
#10 TO OTHERS 
INC 


CHICAGO - 755 North Michigan Avenue 
DETROIT - 100 Delaware 
NEW YORK West 57 Street 
PHILADELPHIA 34 South Street 
TORONTO - 220 Richmond Street West 
SAN FRANCISCO - 25 California Street 


trade talk 


Rutgers Ave., Hillside, N. J., Chairman of 
Professional Ceramic Exhibit... NEW YORK: 
Society of Illustrators March 29 meeting of 
Art Career Clinic will be on Art Direction 
as a Career. To be led by Juke Goodman, 
AD, Warwick & Legler; Howard Munce, AD, 
Foote, Cone & Belding; Herbert Greenwald. 
AD, exec AD, Amos Parrish & Co... . Carla 
Kenny. fashion illustrator, and Alvin Pimsler, 
men’s fashion illustrator, will lead the April 
12 Careers in Fashion Art. All meetings Sat- 
urdays at 10:30 a.m., SI auditorium, 128 E. 
63 St. . . . Architect Philip Johnson, who 
was first director of the department of archi- 
tecture at Museum of Modern Art, has been 
elected a trustee . . . Tony Paul’s new son 
brings his offspring total to four, evenly 
divided .. . Art Students League officers are 
Arthur J. Foster. president; Edith Jay, wom- 
en's vp; Francis J. Barber, men’s vp . . . Len 
Steckler’s new, large skylight studio at 33 W. 
67 St. is surrounded by 100-foot backyard. 
He'll do both illustration and photography 
. . . Harold Sosnow back to New York (from 


_G. F. Sweet & Co. agency, Hartford) at 673 


Fifth Ave., seventh floor penthouse, PL 5-1170, 
to offer complete layout and production. He’s 
former AD of Lewin, Williams & Saylor... 


‘Industrial designer Eric de Kolb, president of 


Eric de Koib, Inc.. 20 E. 53 St., will review 
ideas on packaging, displays, etc., with 
trade representatives, Tuesdays, from 10 a.m., 
in his office at Coty (where he’s been con- 
sulting AD since January 1957) at 423 W. 55 
St., sixth floor . . . George Kaftan’s now a 
vice president at Chenault Associates. Was 
art rep there . . . Rockmore Co. plans to 
hold Saturday Talent Search early every 
year — artists, photogs, or their reps, may 
submit samples, 10 a.m. to 3. . . Bourges 
mailed a “Bourges Autograph” by Frederick 
Franck, flashing yellow, blue and red Times 
Square Toccata .. . Abril Lamarque teach- 
ing company publication layout at NYU 
evening school . . . Princeton Print club has 
issued Jo Low's The Burning of Nassau Hall, 
1802 . . . Individually designed folders by 


Vince Mastropaul, GE AD, and Frank Mayo. 


supervisor of creative art, Monogram Art 
Studio, are developed as catalog for General 
Electric high fidelity components . . . Frank 
Ceglia, formerly on design staff of Harry and 
Marion Zelenko, now PFC with 7th Cavalary, 
had exhibition of his watercolors on Korean 
life on view at Seoul Area Command library, 
then on two-month tour of Korea... 
Mosaiques, Ltd. developed process using oil 
colors to produce mosaic studies in quantity. 
First such use was display for Regal Shoe 
Co., a 6’7” backdrop of Italian leather crafts- 
man, will be used in all Regal stores this 
month . . . Bob Fraser has returned to New 
York and Ingersoll Studios where he’s design 
director . . . Paintings and oils by Robert 


Brand New...All New... 


from KRYLON! 


Pretested for 18 months by a nationwide 
panel of outstanding artists and layout de- 
signers, Krylon’s all new Workable Fixatif 
—not just an “improved formula”—elimi- 
nates offensive odor and sickening fumes 
that often threaten to drive you from your 
layout board. Ideal for work in close quar- 


ters, it dries odorless . . . and fast. Be sure 
to note these other important features: 
1. Goes on clear... 4. Smudgeproof 
stays clear 5. Wrinkleproof 
2. No dribbling or 6. No color 
spattering distortion 


3. Fixes pencil, charcoal, 7. Perfect for rework 
pastel, crayon, chalk 8. Easytoerase through 


Give your work the protection it deserves. 
Get brand-new, all-new Krylon Workable 
Fixatif (No. 1306) at your art material 
store today. A worthy companion product 
Permanent Crystal-Clear (No. 
1303). 


IF YOU PRIZE IT... KRYLON-IZE IT! 


ektachrome retouching 


DUPLICATES, ASSEMBLIES 


mildred medina 


8 EAST 48 STREET © MURRAY HILL 8-0270 


layout & design, TV art 
drafting, life drawing 
illustration, cartooning 
technical illustration 
day & evening, veterans 


school of 


VISUAL ARTS 


245 East 23 St., N.¥. 10 
MU 3-8397 catalog D 
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trade talk 


Shore, illustration instructor at School of 
Visual Arts, will be on exhibit March 17- 
April 4 in the school gallery, 245 E. 23 St., 
10 a.m. to 9:30 p.m. Tues., Wed., and 10 a.m. 
to 3:30 Thurs. and Fri. . . . Six Centuries of 
German Prints, the printmaker’s art from 
15th century to present, on view in third floor 
Print Gallery of New York Public Library, 
Fifth Avenue building, through April 18. 
Karl Kup. chief of art and prints divisions, 
who arranged show, said exhibit staged 
because of great interest now resulting from 
recent shows of modern German art con- 
centrating on expressionism . . . Museum of 
Primitive Art. 15 W. 54 St., selected 35 mas- 
terpieces of North American Indian art (from 
museums all over the country) for exhibit in 
the United States Pavilion, Brussels World’s 
Fair. Museum's vice president Rene d’Har- 
noncourt is an internationally known author- 
ity on primitive art . . . Exhibit of paintings 
and drawings from American and European 
collections of the work of Georges Seurat, 
at the Museum of Modern Art, March 26- 
May 11. Show was assembled by Daniel 
Catton Rich, director of the Art Institute of 
Chicago, and was on view in Chicago in 
January. Modern’s opening a Juan Gris show 
April 2, to last til June 1 . . . Meltzer Gallery. 
38 W. 57 St., has 65th birthday exhibition of 
metal prints by Rolf Nesch, through March 
29... Prints of New York and American 
history on view at New York Historical So- 
ciety. Central Park West at 77th St., to April 
. . . Prints by D. Seidler, at Wittenborn & 
Co., 1018 Madison, March 29-April 12... 
OAKLAND: Oakland Art Museum curator 
Paul Mills announces principal winner in 
Painters’ Annual Exhibition was Fred Martin, 
who won Gold Morrison Medal, the Guest 
of Honor one-man show for this year, and 
a Women's Board Purchase award. He’s 
registrar on the museum staff and chairman 
of the Artists Council, San Francisco Art 
Association . . . Radiant Color Co. has in- 
creased floor space by nearly 50 percent— 
because of advertisers’ increasing use of 
their fluorescent products . .. PHILADELPHIA: 
At Philadelphia Art Alliance, through March 
23, W. Collins Thomas, Jr., oils and ink draw- 
ings; through March 30, enamels by Karl 
Drerup. Doris Hall and Kalman Kubinyi. 
Oppi Untracht: through April 2, Gerardo Bel- 
fore, watercolors and prints: Young Illus- 
trators; watercolors by Mac S. Fisher: March 
26-April 20, paintings, experimental litho- 
graphs and typography by Eugene Feldman 

. Wilcox-Walter-Furlong Paper Co.'s new 
home is at 54th St. and Grays Ave. They 
supply fine papers for commercial and 
graphic art .. . SAN DIEGO: James Boynton: 
Design has published first in series of port- 
folios. He’s at 4310 Hill St., used to be 


PHOTOGRAPHY 


+ BLACK & WHITE 
+ FLEXICHROME 

EKTACHROME 


WECO STUDIO - 14 EAST 39th ST. MU 55-1864 


another problem solved 


WHITE! 


It’s finally been perfected — a new, opaque white that covers any color. Never a hint of a 6 
color bleeding through it, whether it’s ink, paint, or dye. One stroke with your brush covers A) 
perfectly. It’s called Dr. P. H. Martin’s Bleed-Proof White. Won't chip or crack; and it’s a 
real white white. Drop us a line — we'll be happy to send you a free sample. 


FOR FAST COURTEOUS AND INTELLIGENT SERVICE CALL — 


‘THE PALETTE ART CO. 
Palette’s Tip-of-the-Month: 
Polette Art also corries 9 complete 436 Madison Ave. at 49th St. PLaza 3-7338 


line of ail Dr. Martin's brilliant and || Featuring a Complete Line of Graphic Art Materials 
vivid colors. including Artype, Zip-a-Tone, Bourges, and Color-Aid, 


FAMOUS FOR ORIGINAL PAINTINGS, REPRODUCTIONS, AND CUSTOM FRAMING , 


FERDINAND VOGEL 


© SUPERB PHOTOGRAPHY 


424 MADISON AVENUE, NEW YORK 17, 
PLAZA 9-1930 
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Kurt H. Volk, Inc. 


PHOTOS 
IDEAS 
CATALOG 


NDERWOOD & 
UNDE 


RWOOD 


> UNDERWOOD & UNDERWOOD . 
ILLUSTRATION STUDIOS, INC. , 
* 319 East 44 Street 646 North Michigan Ave. °© 
* York 17, N.Y. Chicago 11, Illinois 
Gentlemen: 
o Please send me a copy of your new catalog, e 
“Underwood Reserve Wustrations, Eleventh Edi- 

tion," ing a e pl from 
* among thousands of new stock photographs now - 
* available. | enclose $2.50 to cover cost. (in ° 
N.Y.C. add 3% Sales Tax) 
Name ......... 
. 
Stote 


trade talk 


chief of art direction at Convair-Astronautics 
. SAN FRANCISCO. Richard N. Meltzer 
agency campaign for Totkins, a disposable 
bib for babies, using clean, sharp design 
incorporating photography of be-Totkined in- 
fant, for trade books. AD, Richard Lemen, 
copy, Dennis Altman . . . WASHINGTON: 
Gloria Kamen, who lives in suburban Ken- 
sington, Md., at 4003 Halsey St., did Betty 
Crocker’s Cookbook for Boys and Girls. She 
free lances for Washington and Baltimore 
. Fourth International Hallmark Art Award 
collection at the Corcoran Art Gallery, March 
28-April 27 ... Sanders, Noe & Kirwan, Inc.. 
used to be known as Macleod, Sanders, Noe 
and Kirwan. New officers: president Bernard 
B. Sanders, vice president Hulon O. Noe, 
and secretary-treasurer Robert J. Kirwan. 


PHOTOGRAPHY Photographic head- 


quarters at the Brus- 
sels Universal and International exhibition 
April 17-Oct. 19 will be the new Kodak 
building. Kodak will help tourists, offer in- 
formation on everything . . . United Press 
Associations has appointed Roy Mehlman 
sales manager of the commercial photogra- 


phy division—he’s been an account exec for 
the division the past five years . . . Photog- 
raphers are invited to send examples of 
recent work for consideration for inclusion 
in the 1959 edition of U. S. Camera. Editor 
and publisher Tom Maloney notes deadline 
for prints—not larger than 11xl14—is May 15, 
1958. Publication date of the annual Septem- 
ber, 1958. All entries must have photog's 
name and address on back, have return 
postage be addressed to Editor, U. S. Camera 
Annual, 9 E. 40 St., New York 16. . . East- 
man Kodak sponsoring color photography 
exhibit April and May in a dozen major 
cities, after opening in New York. To empha- 
size versatility of color neg system. 


TV-FILMS atest in the series of Seeing 

Sound movies from Ted 
Nemeth Studio is Mood Contrasts, which 
uses actual pictures of sound superimposed 
on abstract backgrounds. Prints of the movie, 
electronically animated, are available, color 
and sound, in both 16mm and 35mm through 
either rental or sale. Details from Ted 
Nemeth, 729 Seventh Ave., New York 19... 
Fred A. Niles, president of Cross-Country 


recognition for our efforts 


1s most gratifying 
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Network, Inc., producers of new tv-film series 
for rural areas, reports the program is first 
sponsored by a national company, and de- 
signed specifically for specialized segment 
of national audience. Charles Pfizer & Co. 
bought 902 spot announcements through 
agency Leo Burnett . . . Robert Lawrence 
Productions, New York, has named John 
Gilmour staff director. Most recently he was 
producer-director for Pathe Pictures, New 
York . Other appointments at Robert 
Lawrence: Peter H. Cooper, former produc- 
tion manager of UPA-New York, now mana- 
ger of animation operations at RLP; Glenn 
Botkin, former producer in tv commercial 
dept., Compton Advertising, now production 
supervisor at RLP ... Goulding-Elliott-Graham 
opened its own animation studio to be known 
as Gifford Animation and managed by Lewis 
Gifford, formerly with J. Walter Thompson 

. Leo Burnett Co. has elected two new vps 
in tv commercials dept. They’re Don Tennant 


Bob Wickersham, former head of TV Spots, 
Inc. in Hollywood and Chadwick, Inc. in 
New York, now tv copy supervisor and an 
animation director at Burnett . . . Chet Glass- 
ley. formerly president of Five Star Produc- 
tions, Inc., Hollywood, now on the staff of 
Gordon Minter, vp in charge of film produc- 
tion, Burnett-Hollywood. Glassley to star in 
Burnett's preproduction story-board plan . . 

Werner Michel, vp in charge of tv/radio for 
Reach, McClinton and president of the 
agency's tv commercial production subsid- 
iary R/M/C Productions, has been elected 
an agency director . . . Earl Klein and Ani- 
mation, Inc.’s suit for $250,000 against Mike 
Todd—trial date March 18 . . . Torben Johnke, 
ASC, a producer and cameraman in Den- 
mark and the United States for 17 years, 
now head of photography at Robert Laurence 
Productions . . . Hal Roach, Jr. and Westin- 
Rush Productions, both of Hollywood, plan- 
ning to go subliminal in a feature length 


A Complete Color Service 


uality 


ye 


ransfers 


NORMAN KURSHAN, INC. 


and Jack Hirschboeck. Tennant, tv copy movie—for entertainment, not commercials. Color Service 
supervisor, now heading new project for Dr. Richard Barthol of UCLA psychology 
experimentation in new forms, techniques. department helping writer Bedford McCoin 8 West 56th Street 
Hirschboeck, tv copy supervisor, leading Jr. on the science-fiction story about extra- New York 19, N. Y. ’ 
new training and development program . sensory perception. * JUdson 6-0035 : 
Artist— Bernard Symancyk Photographer—Dan Moerder Artist—Jack Weaver Artist —Jack Weaver, Ed Cullen 
Client— Fairchild Client—Sharp & Dohme Div. Client— Pepsi-Cola Client—Scott Paper r Co. 
ncy—Gaynor, Colman, Prentis & Merck & nc. Art Director—Henry Gregg, Art Director —Dave Scott, 
arley Art Director—Geor, ree | Dukes Mel Richman Bill Wesson, Dick Keener 
Art Alten Sietter Ne. of Artist—John Hoover, Bob Seidman Artist—Carl Ramirez, Sam Ciccone 


Artist—Jack Weaver 
Client—Astra Pharmaceutical 
Products Inc. 
ncy—Enlow 
Art Director—Wm. Oakley 


Photographer—Dan Moerder 


Client—Joseph Bancroft & Sons, Inc. 


ncy—Craig Adv. Inc. 
Director . A. Walsh 


Photographer—Herb Bird 
Client—The National Brewing Co. 
Agency—W. B. Doner Co. 
Art Director—Wm. Hunter 


lient—Keasbey & Mattison Co. 
Wasey, Ruthrauff & 
yan, | 

Art Director— Herman Volz 


Artist—Rudy Garcia, Jack Weaver 

Client— Acme 

Agency Arndt Preston, Chapin, 
& Keen Inc 


Art Director—Dick Krecker 


Photogra Hazzard 
Client—San at 
ncy—Arndt, Preston, Chapin, 
amb & Keen Inc. 
Art Director—Dick Krecker 
Artist—Jim Cook, Biil Shoyer 
Client—The National Brewing Co. 
Agency—W. B. Doner Co. 
Art Director—Wm. Hunter 


Artist—John Gretzer 


ncy—Gray & Ro 
Vince 
Artist—Jack Weaver 
Agency—Cunningham 
Art Director—Ervin Chips 
Artist—Ed Cullen 
it—Ladies’ Home Journal 
Art Director—Bill Paul 


Artist—Sam 
Client—Permacel Tape Corp. 
Art Director—John Michael 


Artist—Eddie Young 
Client— Bakelite Co. 
Art Director—Arthur Conway 


Artist—Ray Huebner 

Client—Holiday Magazine 

Art Director—Jesse Hadsell 

No. of pieces— Nine 

Artist—Ray Huebner 

Client—Air France—French World 
Wide Air Line 

Art Director—John Dillon 

No. of pieces— Two 


Artist—Jack Weaver 

a 
ncy—N. W. Ayer 

Art Director—Tom Lee 


Artist—Jack Weaver 
Client—Scott Paper Co. 
Art Director—Dave Scott, Dick Keener 


Artist—Jacob Landau 
Client— Seventeen Magazine 
Art Director— Martin Israel 


Photographer—Dan Moerder 
Client—Strawbridge & Clothier 
Art Director—Luther Shaner 


Artist—Jack Weaver 
Client—Jack & Jill Magazine 
Art Director— Peggy Gieszel 
No. of pieces— Two 
Artist—Bernard Symancyk 
Client— Bakelite Co. 

Art Director—Arthur Conway 


Artist—Jacob Landau 

Client—Dove 

Art Director— Mel Richman, 
Jacob Landau 


Artist—Jacob Landau 

Client—Cobbie Bean 

Art Director—Mel Richman, 
Jacob Landau 
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Client— Pepsi-Cola 

Art Director—Henry Gregg, 
Mel Richman 

Artist —Bill Stein 

Client— Pepsi-Cola 

Art Director—Henry Gregg, 
Mel Richman 


Artist—Al Storz, Carl Ramirez 


by Lab. Div. Warner 


Chilco' 
Art Garabat 
Artist—Al Storz, Sam Maitin 
Client—Sharp & Dohme Div 
Merck & Co., Inc. 
Art Director—George Dukes 


Artist— Bob Seidman 


ncy—Gra' 

Art ny 

Artist—Al Storz 

Client—Campbell Soup Co. 

No. of pieces—Two 

Artist—Al Storz 

Client—Penn Fruit 

Artist—Al Storz 

Merck & Co 

Art Dukes 

No. of pieces—Nine 


Client—E. 1. DuPont DeNemours & Co. 


Art Director—Lawrence Bur 
Artist—John Hoover 
Client—Holiday Magazine 
Art Director—Jesse Hadsell 
Artist—Ed Cullen 

Client— Remington Rand 
Art Director— = Heins 
No. of pieces- 

Artist—John Hoover 
Client—Permacel Ta 
Art Director—John 


Artist—Ray Huebner 
Client—Ladies’ Home Journal 
Art Director—Bill Paul 


Artist—John Dixon 


Corp. 
ichael 


Client—E. |. DuPont DeNemours & Co. 


Art Director—Lawrence Bur 
Artist—Ed Cullen 
Client—Saturday Evening Post 
Art Director—Joseph Rushton 


Artist—John Hoover, John Dixon 


Client— Remington Rand 
Art Director—Roger Heins 


Marilyn Bass 
Client—Ladies’ Journal 
Art Director—Bill Paul 


NEW YORK 

485 lexington ave. 
oxford 7-6650 
PHILADELPHIA 
2009 chestnut st. 
locust 7-7600 


WILMINGTON, DEL. 
920 shipley st. 
olympia 8-5139 
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Remember,, you want the finest in 
fluorescence —ask for it by name 


TESTED” 


COLOR CARD ... for Papers and Cardboards. 
Contains samples and printing suggestions. 


COLOR SELECTORS .. . for Silk Screen, Bulle- 
tin Colors, Qwik-Spray paints, and Water Col- 
ors. Have perforated swatches you can tear 
off and attach to your job. 


Write on your letterhead for Color Card and/ 
or Color Selectors (please specify which). Use 
Sun-Tested Velva-Glo for velvety smooth jobs. 


RADIANT COLOR CO. 15 
830 Isabella St., Oakland 7, Calif. 


Manufacturers of Sun-Tested Velva-Glo fluorescent 
papers + cardboards « silk screen colors « bulletin colors 
coated fabrics + water colors * qwik-spray colors 


CUCKOO 
CLOCKS 


from the Black 
Porest. Callin 

“Cuckoo” every % 
hour. In beautiful 
colors, lovely for 


7%” high. Bey & | 
Girl Clock __ $6.95 
Birdnest Clock 
enchanting, will 
also be beautiful in 
a kitchen. 7” high. 
Bird in moving 
motion. Birdnest Clock 


ED LURIE 


Dept. AD, 67 Warren St., Roxbury, Mass. | 


“Palette Patter” keeps 
you posted on the latest 
and best in artist —_ 
and equipment. your 
copy. Write to— 


AATEST 
198 WOODW ave 


¢ to have your firm listed call Plaza 9-7722 


Lewis Artists Materials Inc. 
Sole distributor of Mercury Products 
158 W. 44 St., N. Y. 36 


N. Y. Central Supply Co. 
Complete stock * Prompt service * Open Sat. 
62 - 3rd Avenue, nr. 11th St., N.Y.C. GR 3-5390 


JU 6-1090 


COLOR SERVICE 


Acorn Color Laboratory 
Dye transfer prints from transp. & ektacolor. 
168 W. 46th St., N. Y. C. Cl 7-2260 


Robert Crandall Associates, Inc. 

Duplicates, retouching, assemblies, photocompos- 
ing, processing. 

58 W. 47 St., N. Y. C. 36 Cl 7-7377 


COLORSTATS 


Ralph Marks Color Lobs 

low cost, full color reproductions from color 
transparencies and opaque copy. 
344 E. 49 St., N.Y. C. 17 EL 5-6740 


HISTORICAL PRINTS 
The Bettmann Archive 
Old time prints and photos, any subject. Events, 
Industries, Fashion, Decors. Ask for folder 6A. 
215 E. 57th St., N. Y. 22 PL 8-0362 


ILLUSTRATION 
Steven Vegh, Jr. 
Aeronautical & Marine (Figures Included) 
1262 Brook Ave., New York 56 LUdlow 8-1740 


MECHANICALS 
Walt Mesmer 
Layout & illustration; humorous spots 
6 E. 46 St., N. Y. C. OX 7-8725 


PHOTO EMPLOYMENT SERVICE 
Prestige Personnel Agency 


Experienced and trainees—all phases 
Careful screening—no charge to employer 
130 W. 42 St., New York 36 BR 9-7725 


Colorsemblies, Inc. 
Ektas assembled, retouched, duplicated 
112 W. 48 St., N. Y. 36 PL 7-7777 


Hamilton Color 
35 mm. & Stereo Duplicates 
127 N. 2nd St., Hamilton, Ohio 


Kurshan & Lang Color Service 
24 Hour Custom Ektachrome processing 
Duplicating & Dye Transfer Prints 


10 E. 46th St., N. Y. 17 MU 7-2595 


PHOTO SERVICES—B&aW 


Modernage Photo Services 

Two Laboratories: 

319 E. 44 St. 480 Lexington Ave. 

Prints for reproduction in grey-scales to meet 

exacting requirements of all printing processes 

@ Developing and printing for magazines and 
industry 

@ Copying of artwork 

@ Commercial photography; studio available by 
hour and day 


Call Ralph Baum LExington 2-4052 


RETOUCHING 
Ted Bellis 
Flexichrome, Carbro, Dye Transfer, Black & White 
10 W. 33rd St., N. Y. C. PE 6-6850 


Robert Crandall Associates, Inc. 
Transparency retouching and assembling by 
experts. 

58 W. 47 St., N. Y. C. 36 


Davis * Ganes 

Color correction/retouching—Transparencies, 
Dye Transfers, Carbros. Flexichrome coloring. 
516 Sth Ave., N. Y. 36 MuUrray Hill 7-6537 


Horstmann & Riehle 
Black & White, Industrial & Flexichromes 
475 Fifth Ave., N. Y. C. MU 5-7258 


Tulio Martin Studios 
Transparencies 
58 W. 57th St., N. Y. 19 


Frank Van Steen 
Color Retouching. 
370 Lexington Ave., N. Y. C. 


Donald Van Vort 
Flexichrome, Dye Transfer, Carbro and B&W 
7 E. 47 St., N. Y. C. EL 5-5354 


Cl 7-7377 


Cl 5-6489 


LE 2-6515 


SALES PRESENTATIONS 
Robert Crandall Associates, Inc. 


Projection duplicates of excellent quality. 
58 W. 47 St., N. Y. C. 36 Cl 7-7377 


Presentation Department 
* Visual Aids ® Promotional Material * Silk Screen 
4 W. 40th St., N. Y. C. LOngacre 4-4590 


Wiener Studio 
Charts © Posters * Slides * Hand Lettering 
12 East 37 St., N. Y. C. MU 6-0656 


Jaysee Display Advertising, Inc. 
Quality reproduction. Posters and displays. 


12 E. 12th St., N. Y¥. 3 OR 5-7280 
Masta Displays Inc. 

20 years leadership in silk screened 

posters and displays 

230 W. 17th St., N. Y. C. CH 2-3717 


Sidney Gold 
Renderer of merchandise, jewelry, all mediums. 


673 Fifth Ave., New York 22 TEmpleton 2-8876 
STOCK PHOTOS 

Frederic Lewis 

Photographs of Everything 

36 W. 44th St., NYC 36 MU 2-7134 


Underwood & Underwood Illustration Studios, Inc. 
Reserve illustrations for advertising . . . Editorial 
& promotional use. Not connected or associated 
with any other company using the Underwood & 
Underwood name. See our advertisement P. 60 
319 East 44th St., N. Y. 17... MU 4-5400 

646 North Mich. Ave., Chicago 11, Ill. DE 7-1711 
Underwood & Underwood News Photos, Inc. 
All subjects: Historical, Industrial, Scenics, 
Agricultural, Geographical, Personalities, etc. 


Also Transparencies. Ask for Free Listing. 
3 W. 46th St., N. Y. C. 36 JU 6-5910 


Edstan Studio 
Slides, Telops, Flips, in b/w and color 
75 W. 45th St., NYC 36 


National Studies 
Hot Press, Slides, Telops, Animatics, Flips, etc. 
42 W. 48th St., NY 36, NY JUdson 2-1926 


Ci 5-6781 
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TYPOGRAPHY 
The Composing Room, Inc. 
Advertising Typographers 
130 W. 46 St., N. Y. 
Frost Bros., Inc. 
Advertising Typographers since 1921 


JUdson 2-0100 


228 East 45th St., N. Y. 17 MU 2-1775 
Typography Shops, Inc. 

All Latest Faces — Hand, Lino. * 

245 — 7th Ave., N. Y. C. OR 5-7535-6-7 


ART DIRECTOR: A woman to assist Director of 
Creations in leading greeting card organization. 
Major publisher requires art director qualified 
to supervise and administrate division of art 
department. Applicant must have art school de- 
gree and at least 5 years experience directing 
the styling, designing and production of greeting 
card art. If you feel you can fulfill our require- 
ments, write in confidence giving full details of 
your background and experience. Our organiza- 
tion has been advised of this advertisement. 
Box 1400, Art Direction, 43 E. 49 St., NYC. 
SALES REPRESENTATIVE, experienced, for fashion 
photographer, high commission, unusual oppor- 
tunity. JU 6-2956. 

COLOR SEPARATIONS done expertly, quickly, 


reasonably. Write Box 1500, Art Direction, 43 
East 49th Street, New York City 17. 


ART PERSONNEL 


ALLAN KANE 


PLACEMENT AGENCY 


6 E. 46th ST. YUkon 6-9585 


“jobs to fit artists 
artists to fit jobs® 


HENRY PRICE 


Agency/Graphic—Arts Personnel 
48 W. 48th, N:Y.C. 36, CIrcle 5-8228 


LOOKING for 
yours at 

Contact— 

ARTIST GUILD PLACEMENT SERVICE 


Artist Guild of Chicago, In 
162 ig Or St Phone SUper or 7-301 


Art Direction / The Magazine of Creative Advertisin: 


booknotes 


ON ART AND ARTISTS, Auguste Rodin. 
Philosophical Library. $6.00. 


A reprinting of the Rodin conversations 
with his Boswell, Paul Gsell, including 
his comments of the masters. Includes 
64 illustrations. Indexed. In defense of 
art vs photography, Rodin said, “It is 
the artist who is truthful and it is pho- 
tography which lies, for in reality time 
does not stop.” The book is full of 
such Rodinisms on beauty and art. 


‘THE CHALLENGE OF MODERN ART, Allen Leepa. 
Yoseloff. $7.50. 


A lucid explanation of modern art, 
what it does, its background, tensions, 
colors, etc. Book is readable, illustrated, 
and includes comments by many dis- 
tinguished] artists and critics. The author 
is a professor at Michigan State, had 
studied with Moholy-Nagy, Kepes, Hans 
Hoffman, Abraham Rattner. 


MODERN PUBLICITY, 1957-58, Frank A. Mercer, 
Editor. Studio Crowell. $10.00. 


The 27th annual issue includes more 
than 1000 illustrations, with more than 
100 in color, of outstanding advertise- 
ments and promotions from all over 
the world. The printing quality is 
good, so that even the smaller illustra- 
tions convey their message. Illustrations 
are from 33 countries and represent 
posters, newspaper and magazine ads, 
direct mail, letterheads, showcards, pack- 
aging, wine labels, record sleeves, trade 
marks. All pieces are fully credited and 
indexed. * 


editorial 
(continued from page 5) 
the ADC, NY. 

Garrett P. Orr has been with Outdoor 
Advertising Inc. for more than two dec- 
ades. He’s also had agency and news- 
paper experience, studied at Chicago's 
Art Institute. Active in the ADC, NY 
since 1943, was program chairman of the 
Ist Visual Communications Conference. 

Peter Robert Palazzo: Jan. 31 resigned 
as AD of I. Miller (wholesale and retail) 
to become advertising and visual director 
of Henri Bendel, he studied at Cooper 
Union, was an associate AD for the pub- 
lications branch of the Department of 
State, working on “Amerika”; associate 
AD for “Quick” magazine, and is a free- 
lance consultant in the furniture and 
fashion fields. e 
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PRODUCTS FOR YOUR 
TV AND ART DEPT. 


Mery Ped 


“STORYBOARD” PAD 


The pod that has big 5 x 7 
video panels enable 


and audio segments on gray 
background. 


Ne. 72C-—Pad Size 14x17” 
(50 Sheets—4 Segments on Sheet) 


No. 72 E—Pecket Size 6% x 84%” 
(50 Sheets—1! Segment on Sheet) 


Tomkins TELEPAD 


Most popular TV visual pod 
with 2Y:x4” video and 
audio panels on gray back- 
ground. Each panel perfe- 


Ne. 72A—19 x 24” 3.50 
(50 Sheets—i2 panels on Sheet) 
Size 8x 18” 2.00 
(75 Sheets—4 panels on Sheet) 
VIDEO PAPER 


Sensational new paper for 
TV artists. Makes on ordin- 
ary pencil line vivid and 
colors just pop! Write fer 
sample. 


FREE SAMPLES 

FOR THE ASKING! 
Write on your letterhead for 
200-page catalog of art sup- 
plies. ‘‘An Encyclopedia of 
Artists Materials’’ 


New York 36 


2 West 46th St 


—HIRING ARTISTS? 


coll “The Art Unit’ or 7-9100 


Naw York State Employment Service 
119 Fifth Ave. New York 3, N .Y. 


A specialized placement service 
for both employers and applicants in 
the field of commercial art. 


NO FEE CHARGED TO ANYONE 


you to make man-sized TV “a 
visuals. Perforated video 
| ARTHUR BROWN & BRO. > 
with 
= ‘BEST-TEST” never wrinkles 
— curls — shrinks. Excess 
tubs off eon. 
FOR THE GRAPHIC ARTS A MUST 4 
Amy / A size for every purpose. Sold 
/ by Stationery, Artist Supply end 
No Photographic Deelers every : 
where. 
& ASBESTOS CO. 
TRENTON, 
~ MAKES PASTING A PLEASURE i | 
‘ 
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bookshelf 


The bookshelf makes it easy for readers 
to buy, at list price, the best books of current interest 
to the art professional and advertising manager. 


NEW BOOK : 
174. Photomechanics and Printing. J. S. 
Mertie and Gordon L. Monsen. Defini- 
tive work on the printing processes by two 
of the country’s greatest authorities in plate- 
making and printing. Fully illustrated 400-plus 
pages. Up to the minute data on original 
copy for reproduction, photographic mate- 
rials and equipment, color reproduction, all 
processes. Fully indexed. $15. 
ANNUALS 
156. International Poster Annual, 1957. Edited 
by Arthur Niggli. A cross-section of poster 
design ideas and art the world over. Large, well 
printed illustrations of 500 posters from 20 coun- 
tries plus critical analysis of trends by three 
authorities. $10.95. 
162. Graphic Annual 1957/58, Walter Herdeg 
& Charles Rosner. 813 crisply printed illus- 
trations of the years best in art and design in 
every media from every country. A visual idea 
file, informetive, stimulating. $14.00. 
163. The Penrose Annual, Vol. 51, 1957. Editea 
by R. B. Fishenden. A rare combination of 
information and beauty. Reviews the year's tech- 
nical developments in the graphic arts. $9.50. 
165. 36th Art Directors Annual, 1957. The 36th 
show of the New York Art Directors club, 
in permanent form. Book is bound in brown cloth, 
gold stamped, and comes in durable slip case. 
Designed by Nelson Gruppo with the assistance 
of Edward G. Infurna. Lettering by Harold D. 
Vursell. $12.50. (Also available, the 35th Annual. 
Order number is 146. $12.50.) 
171. U. $. Camera 1958. Edited by Tom Ma- 
loney. Special recognition to advertising 
photography with special section of 15 pages 
of best of year, chosen by New York AD club. 
Also, color photography, portfolios by leading 
photographers, special reports on rockets and 
missiles, other special subjects. $8.50. 
172. Modern Publicity, 1957-58. Frank A. Mer- 
cer, Editor. Over 1000 illustrations, more 
than 100 in color, of outstanding ads and pro- 
motions from all over the world. All pieces are 
fully credited, indexed. Everything included, from 
trade marks, labels, through record sleeves, 
packaging, direct mail, as well as news and 
magazine ads. $10. 


ART 
154. Art Archives. Edited by Harry C. Coffin. 

Over 500 line illustrations of historic periods, 
events, activities, persons and places, all for 
unrestricted reproduction in advertising and pub- 
lishing. An introductory page lists aids on how- 
to-use, for example, for line reproduction in black, 
in color, with overall screen in one color, etc. 
An alphabetical cross-reference index is included 
before the main body of spiral-bound coated 
paper pages. $10. 
155. Art Directing. Nathaniel Pousette-Dart, 

editor-in-chief. A project of the Art Directors 
Club of New York, the volume contains 13 sections 
on various phases of art directing, each section 
comprising several short articles by authorities 
on specific subjects. Each section was designed 
by a different AD. Agency and company execu- 


tives, copywriters, as well as art directors are 
included in the 70 contributors. Over 400 pictures 
are included in the book's 240 pages. Of aid: a 
glossary of AD and advertising terms, a bibliogra- 
phy and an index. $15. 


164. Rendering Techniques for Commercial Art 
and Advertising. Charles R. Kinghan. 
Author, in the field over 37 years and now with 
BBDO, New York, includes demonstrations, visual 
helps, professional samples, information on ren- 
dering in all media, comprehensives shown in all 
the stages of development. $13.50. 
167. Ben Shahn, His Graphic Art. James Thrall 
Soby. ‘‘Philosophical implications of his 
art’’ discussed, also techniques, content, plus 
artist's professional history. More than 100 re- 
productions, eight pages in full color. Chronol- 
ogy, bibliography. $10. 
169. 300 Years of American Painting. Alexander 
Eliot. A tremendous project by Time, Inc. 
which for the first time correlates American paint- 
ers and their art with the historical development 
of the country. Time's art editor describes the 
artists, their work, personal histories. AD Michael 
J. Phillips. 250 full color plates. $13.50. 


LAYOUT 
137. Layout. Raymond A. Ballinger. Covers all 

creative aspects of layout, discusses design 
theory. Should appeal to ADs, artists, and stu- 
dents. Author of Lettering Art in Modern Use, 
Ballinger feels that printed page is still most 
valuable means of communication. A practicing 
layout designer, he is director of the department 
of advertising design at the Philadelphia Museum 
School of Art. Examples from 66 ADs and art 
editors are given, as well as numerous examples 
of the work of artists, designers, photographers. 
$15. 


PHOTOGRAPHY 
166. American Society of Magazine 

raphers Annual. Edited by Jerry Mason. 
Thirty-six leading photographers selected their 
own favorite picture stories, wrote their own 
comment. Albert A. Squillace, AD. Cover design 
by Eve Arnold. $4.95. 
170. The Focal Encyclopedia of Photography. 

This 1298-page (not counting 32 pages of 
introduction) reference work, takes the place of 
a complete library in the field. P. C. Poynter 


was the art editor. Alphabetically arranged, 
loaded with graphs, diagrams, b/w illustrations. 
$20. 


PRODUCTION 
138. Type Identification Chart. A complete type 
chart, printed on a series of circular mov- 
able graphs. This chart also helps the user to 
acquire a better knowledge of actual character- 
istics of groups of type faces and of their essen- 
tial differences. $1. 


TELEVISION 
152. The Television Commercial. Revised and 

Enlarged Edition. Harry Wayne McMahon. 
The author, a tv commercial consultant, was vp 
in charge of tv commercial production and a 
member of the creative plans board at McCann- 
Erickson, New York. His book discusses all phases 
of television commercials and uses examples of 
actual jobs to illustrate points. $6.50. 
173. Television Production, the TV Handbook 

and Dictionary. Harry Wayne McMahan. 
Working tool explaining 16 basic operations in 
tv, and language of the field. More than 2000 
terms defined. Chapters included on live tv, 
film, lighting, camera, art, titles and scenery, 
animation, film and processing, optical effects 
and special effects, etc. $7.50. 


GENERAL 
79. Commercial Art as a Business. Fred C. 
Rodewald. Handbook for artists, art buyers 
and artists’ representatives. Defines problems of 
time, written orders, breaking down a job into 
logical steps, deadlines, model and prop fees 
and other factors that are a source of friction 
between artist and buyer. Legal aspects are 
explained, financing, bookkeeping and tax mat- 
ters discussed. Markets for commercial artwork 
and tips on selling are offered. Includes the 
Code of Fair Practices of the Joint Ethics Com- 
mittee and the code of ethics of the American 
Association of Advertising Agencies. $2.95. 
159. How to Predict What People Will Buy. 
Louis Cheskin. Analysis of motivational re- 
search, what it is, how it works, what it means 
to advertising. $5.00. 
160. Motivation in Advertising: Motives that 
Make People Buy. Pierre Martineau. A 
thorough analysis of the consumer as a human 
being: how he behaves, why he buys, what fac- 
tors in advertising actually inflYlence him. How 
emotions overrule logic, how to appeal to emo- 
tions, the role of semantics and symbolism in 
influencing purchases. $5.50. 
161. A Dictionary of Contemporary American 
Usage, by S8ergen Evans and Cornelia 
Evans. A reference classic in the making. Up-to- 
the-minute and American companion of the old 
standby, Fowler. Factual as a dictionary yet 
crammed with wit, makes working with words a 
pleasure. $5.95. 


ART DIRECTION 
43 E. 49th Street, New York 17, N. Y. 


Amt. Encl. $. 


Please send me, postpaid, the books corresponding to numbers circled below. 


79 137 138 146 154 155 156 159 160 161 162 
163 164 165 166 167 169 170 171 172 173 174 
3/58 All orders shipped postpaid. No C.O.D.'s. Add 3% sales ‘ax with orders for 

New York City delivery. Payment must be made with order. 
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if you want a book not listed, send your order and we will try to get it for you. 
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to avoid 
the obvious 


to avoid the obvious... 
new approach to 

tv commercials suggest 
innovations with sound and 
sight, question how creative 
we really have been to date 


(Author Jack Baxter is Vice President of 
Chicago’s Earle Ludgin & Co. The fol- 
lowing article is based on a talk he gave 
at the 4A Convention this past Spring.) 


How about new sounds? 

Mr. Baxter reminds us that half of TV 
is sound, that off-beat sound, such as a 
foreign language sound track, sounds of 
nature, uncommon voices or instruments 
or rhythms, can do much to get and 
hold attention, to achieve uniqueness, 
to make the commercial a conversation 
piece. He suggests that you experiment 
with off-beat sound tracks as a means of 
developing a commercial that avoids the 
obvious by avoiding the sound-alikes. 


Animation with depth 
Look-alikes often result from all ani- 
mated cartoons moving in only two di- 
rections, left or right. How about more 
up and down, and better still, how 
about forward and back, really zooming 
toward or away from the viewer? 
Achieving a third-dimensional effect 
in TV animation is also possible, thanks 
to the multiplane camera technique de- 
veloped by Walt Disney. 


Viewing facts 

The average viewer, Mr. Baxter reports, 
spends 5 hours 42 minutes at his tele- 
vision set each day. This according to 
Neilson. That means he’s exposed to 420 
commercials per week, with some 2500 
scenes or pictures. This adds up to 5 
hours and 8 minutes of commercials 
each week. 

This is a wearying total and makes it 
no wonder that viewers walk out when 
commercials go on. To lick this viewer 
resistance to commercials the commer- 
cials must be exciting, must avoid the 
obvious, must avoid the look-alike and 
sound-alike. 


Try these... 

Some avenues that may help bypass the 
obvious, suggested by Mr. Baxter, were 
the use of design to illustrate words, 
abstractions to convey ideas, and the 
really dramatic product demonstration 
such as the Toni Home Permanent 
standing up even in a steam bath, the 
vibrating water tent used by Timex, 
Band-Aids stick-to-it-iveness demonstra- 
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Admaster Prints, Inc.................. 
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tion, and Prom’s use of slow motion. 
The slow motion technique can stretch 
a single second to seven minutes if need 
be. What a wonderful way to demon- 
strate tire grip on a road, or how shatter- 
proof glass is, or how a product with- 
stands shock. And for filmed commer- 
cials there are the endless potentials of 
infra-red and ultra-high-speed strobe 
photography . . . and time-lapse photo- 
graphy can show how an orange spoils 
in 47 days. This technique can show 
how your paint lasts longer, your metal 
withstands rust better, your refrigerator 
keeps food fresher. And then there's 
micro-photography, and x-ray photog- 
raphy, and Mobilux (see Art Direction, 
March 1957, page 42) which is fluid 
artistry achieved by photographing 
shadows reflected on a screen. 


Obviously, there are many ways of 
avoiding the obvious. Get acquainted 
with the techniques mentioned here, 
and with others, and experiment with 
them . . . for sales’ sake. ” 


Art Direction / The Magazine of Creative Advertising / March 1958 
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DIRECT LO INS by Stephen Baker 


ON 


the Rexall campaign—pretty it ain’t 


For quite some time now we have eyed 
the black and white double-page adver- 
tisements appearing regularly in maga- 
zines under the sponsorship of the 
Rexall Drug Company. 
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For an equally long time we have 
listened to the “ouch-es” and “migods” 
this series seems to evoke from creative 
people with a sensitive streak. The con- 
sensus among many advertising pundits 
is that the Rexall ads are so buckeyed 
that nobody could be interested in read- 
ing them—that they are so ugly the com- 


pany is getting a bad name. 

Ours may be the lone voice in the 
wilderness, but we think these ads are 
doing a powerful job for this particular 
client. Like everyone else, we prefer 
beautiful pictures to a mishmash of 
minute black-and-white cuts. Double- 
spreads like these hurt our artistic sensi- 
bilities to the core. Still, we think the 
Rexall ads make good advertising sense 
and, what's more, show basically sound 
art direction. 

The stores of the Rexall family make 
no pretense of uplifting the mind, as 
would bookshops, or of refining one’s 
fashion taste, as might Lord & Taylor. 
It would be a waste of good advertising 
money to try to upgrade a business that 
makes the bulk of its money on tooth- 
paste, aspirin tablets and other goodies 
under one dollar. An aura of sophisti- 
cation in their advertising might lift the 
Rexall items out of the bargain base- 
ment class, but what good would this 
do? Potential customers might simply 
flock to the five-and-ten down the street 
where they would browse and spend 
silver money to their heart’s content. 

We think the Rexall advertisements 
create just the right atmosphere for the 
company and its products, and this is 
due to the general layout format, choice 
of type and artwork. The basic assump- 
tion on which all local retail advertising 
is formed—that the consumer is pri- 


self rather than in the form of presenta- 
marily interested in the merchandise it- 
tion—calls for straightforward headlines 
and explicit illustrations (although, of 
course, there must be exceptions in 
national advertising where the same 
product is plugged throughout the year). 
The many headlines simply label the 
merchandise in the Rexall ads, the copy 
describes it with accuracy and, of course, 
price is a big feature. The picture? This 
shows exactly what the product looks 
like. You either want Rexall Triple 
Action Cough Syrup and get it, or you 
don’t want it and stay home. 

The total impression the reader gets 
from these ads is that Rexall stores are 
packed with goods and none of them 
are too frightening in price. In fact, 
they have every appearance of being 
superb values. The layout makes it quite 
clear that this is just a small sample of 
the products to be found, with many 
more from which to choose. And that is 
probably exactly what the Rexall people 
and their agency are trying to tell the 
world. 

It takes a certain brilliance of mind 
to sense that a low-key photo will sell 
vodka. “It takes an equally adventurous 
mind to hit on the idea that ads in 
national magazines, using extreme retail 
techniques, will make people go to the 
store. And it takes expert art direction 
to put either idea to work. ® 
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EXCERPTS FROM LETTERS SENT TO US: 


““We just received the pictures of Roto-Rooter for United States Steel. Very frankly, 

the art director on this account and I were ready to take bets that you couldn’t produce 

the photograph in the impossible length of time we requested. I gave the picture to 

Paul (the art director) and we both shook our heads, and I sat down to write this letter 

to you because we are both grateful that you could give us such crackling service 
when we needed it so badly.” 

David Barbour, Account Executive 

Batten, Barton, Durstine & Osborn 

Pittsburgh, Pa. 


“The photography on this assignment (he is referring to 2 Formica coverage in 
California) is the best we have ever had from any field photographer.” 


Sidney R. Best, Vice President 
Perry-Brown, Inc. 
Cincinnati, Ohio 


“We received the photographs taken at Duval Sulphur & Potash in Carlsbad, N. M., 
and they are excellent. The quality of these industrial photographs surpass anything 
we have been able to obtain through normal commercial photography channels.” 


Andrew W. Hanson, Product Manager 
General Mills, Inc. 
Minneapolis, Minn. 


“It was a wonderful story, and the pictures were just what we wanted. National Supply 

is delighted. No one has ever come up with anywhere near as thorough a job in heir 
history .. . and that dates back to 1825 A.D.” 

Charles Little, Account Executive 

Ketchum, MacLeod & Grove 

Pittsburgh, Pa. 


“The photographs on these assignments (he is referring to three covered in the 

midwest) were among the best I have ever seen and the job stories were exceptional. 

You may be interested to know that I have frequently utilized the service of other 

national photo groups and find their standards far below those evident in the projects 
mentioned above.” 

Mel R. Stumm, Advertising Manager 

Manitowoc: Engineering Corporation 

Manitowoc. Wisc. 
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